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CATS’’ 
om our Cliemt Lust! 


. somehow we just don’t attract firms which are 
satisfied with their sales results—we draw the 
tough ones 


The advertisers who come to us are the advertisers 
with problems. No easy touches, they. And no routine, 
unimaginative, uninspired promotion will answer their 
needs. What they need, what they want and what they 
get are all one and the same at Lawrence G. Chait & Co., 
Inc.—well thought out, daring, different direct mail 
campaigns that get results. 


Like to join them? We’d be happy to meet the challenge 
of tackling your particular sales problem... and of 
sharing with you the joy and sense of achievement in 
solving it. 


“Lawrence G. Chait & Co., Inc. 
Pate tn at _ Counselors in Advertising & Selling by Mail 
vhwenae ee ee 
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- CAMPCO 


PROGRESS — 


Campco Styrene 
Goes Dimensional in big way! 


Giant self-service, freezer displays sell- 
ing King Sun frozen fresh citrus juices, 
are booming sales of the packaged sun- 
shine in scores of super markets. Be- 
cause the versatile units are so light, 
attractive, and easy to move—stores can 
put them to work in different freezer 
locations . .. move them to meet chang- 
ing merchandising opportunities. 
Dimensional Products Inc. of Mil- 
waukee, a leading producer of p-o-p 


materials, vacuum formed the hand- 
some freezer cabinet in two pieces from 
Campco S-540, Rubber Modified Sty- 
rene Sheet; selected this particular 
Campco plastic for its excellent thermal 
and forming properties. The bottom 
section alone, with base dimensions of 
48”"x60", required a complex deep draw 
of 30”—accomplished easily using .187” 
thick Campco sheet. Best of all, the 
material’s dimensional stability in form- 
ing and high-impact strength after, as- 
sured a cabinet that would withstand 
tough super market usage. 

Particularly valuable to Dimensional 
Products Inc. were the fine surface char- 
acteristics of Campco S-540. Using a 
PM finish sheet which has a polished 
smooth surface on one side—mat on the 
other, they were assured exact uniform- 
ity from sheet to sheet . . . repeatability 
of product after forming. 

Campco S-540 is completely adapta- 
ble for printing by any of the commonly 
recognized processes—letterpress, offset 
and silk screening. Special inks are of 
course required to insure effective bond. 
Decal transfers are easily applied. The 
combination of printing with forming 
make the sheet ideal for advertising 
signs, colorful containers, and unique 
3-dimensional displays. The approved 
method is to print flat on the Campco 
sheet, then form and trim to shape. 

Available in full range of colors, trans- 
lucent and opaque from .01” to .187’ 
thick, stock and custom sheets. 


( Advertisement) 


latest developments in plas ¢ 
sheet - film - fabrication 


Campco Butyrate scores in weather tests, 
opens new vistas in outdoor signs 


Outdoor signs of Campco Butyrate by Standard Manufacturing Company, Chicago 


Colorful outdoor plastic signs that can withstand weather hazards without be- 
coming brittle or losing their brilliance are now possible with a special Campco 


Campco Woodgrain 
Sheet sells “A’lure” 


Handsome counter displays of Campco 
Woodgrain finish plastic sheet are help- 
ing to sell Warner Brothers ‘‘A’lure’”’ 
bras in apparel stores throughout the 
country. This new Campco sheet looks 
like solid wood but is light as a feather, 
and has all the excellent qualities of 
standard Campco sheet . . . high impact 
resistance, dimensional stability and 
outstanding formability. Available in 
cut-to-size and standard sheets from 
040” to .187” thick. 


Butyrate sheet. Made from resin sup- 
plied by Eastman Chemical Products, 
Inc., Campco Butyrate is tough, dur- 
able, easy to form, and completely 
weather resistant. 

Weather-test results at Arizona 
checking stations assure the resistance 
of Campco Butyrate to extremes of sun- 
light, rain, heat, cold, snow and wind. 
Moreover, its surface resists dirt build- 
up and washes clean in rain. 

Because Campco Butyrate is strong 
and resilient even in thin sections, sub- 
stantial savings can be effected in its 
application for outdoor signs. A little 
goes a long way. Its ease of forming 
opens unlimited design opportunity— 
imaginative shapes . . . new vistas in 
outdoor signs. 

Campco Butyrate is available in clear 
crystal or a variety of colors—rolls and 
sheets in thicknesses .005” to .125” stock 
or custom size. Clarity ranges from 
transparent through translucent to 
opaque. 

It’s easy to decorate by either lacquer 
or silk-screening. Attractive combina- 
tions of bright trademarks, slogans or 
other wording against colored or clear 
background are easy to achieve. 


Received Your Campco Personal File ? this data-packed reference 


file on thermo-plastic sheet and film is yours on request—just send name and address 
on Company letterhead to Campco, 2713 Normandy Avenue, Chicago 35, Illinois. 


CAMPCO Sheet and Film, a Division of Chicago Molded Products Corp. 
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Sorg’s PARCH TEX adds Glamour 


to Layout... LANDS BIG JOB FOR PRINTER! 


Here’s Why PARCHTEX has become so popular! 


From letterheads to brochures . . . single-color to four-color process 
runs—one feature is common to hundreds of different types of jobs 
that have been done on Sorg’s PARCHTEX by printers from coast-to- 
coast. In every case, the printer, or the customer specified PARCHTEX 
because he wanted to achieve a special touch of glamour, dignity, 
importance, distinction—in the finished piece. 


That is why PARCHTEX is catching the fancy of more and more printers 
every day. Try PARCHTEX yourself! You'll find it produces excellent 
results by a variety of printing methods—letterpress, offset, thermo- 
graph, silk screen. Soft tones and colors, especially, reproduce with 


Your Sorg distributor will be happy to exquisite beauty on the rich, luxurious surface of PARCHTEX. 


show you the new PARCHTEX Printed 


Samples Portfolio, containing PARCHTEX Ask your Sorg distributor for a PARCHTEX swatch book, and sample 
samples in a wide range of uses. 


sheets of PARCHTEX in both the 24 Ib. text weight and the 65 Ib. cover 
weight, in Green, Blue, Pink, White, and Natural. Phone him today! 


© Manufacturers and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO «+ BOSTON « ST. LOUIS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX + LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL + REGISTER BOND 


MIDDLETOWN POST CARD + 410 TRANSLUCENT « EQUATOR LEDGER « SORG'S BLOTTING « BRILLIANT VELLUM 
TENSALEX « GRANITEX « PARCHTEX 
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Just Caluien Us 


Need a Shot in the Arm? 


In many areas of consumer merchandising, wheeling and dealing often take 
the place of consistent, long-range advertising and promotion designed to sell 
product values and build a strong and well-defined consumer franchise. 


Competitive pressures are usually responsible for the development of plans 
intended to meet special situations. If the other fellow makes a cut-price 


offer, starts a couponing drive or a sampling operation, the temptation is to 
rush in and do likewise. 


All of these devices for attracting favorable attention to a brand at a 
given time, or to persuade new users to try a product, have their uses, but the 
danger is that the desire to apply a "shot in the arm" to sales may obscure 
the longer range objectives of the merchandising operation. 


Researchers constantly point out that new customers obtained through deals, 
special offers, couponing, sampling, etc., seldom develop brand loyalty, but 
turn to the next product making an attractive offer. In addition, advertising 


and promotion for the deal usually fail to build the right kind of product 
image, or add to the consumer franchise. 


Promotion and advertising should keep the long-term goals of the company 
in mind, and stress product values which result in permanent consumer apprecia- 
tion and use. Wheeling and dealing are defensive measures which must be 
adopted from time to time to protect a competitive position, but they should be 
recognized for what they are--temporary expedients rather than the materials 
of which permanent market positions are built. 


It's fine to sell the sizzle instead of the steak--but let's not sell so 
much sizzle that the merits of the steak are completely obscured and forgotten. 


ao...a'aQYQGQ 
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Personalize your sales literature — 
catalogs, price lists, presentations— 
with attractively printed front cover 
designs. Accopress® binders will be 
printed to order—artistically, inex- 
pensively, in colors and/or embossed. 
Presentation covers also available 
with die-cut panel and acetate 
window. 


New instant binder for sales presen- 
tations, photos, catalog sheets, work 
sheets. Grips at a touch of the finger! 
No marring. Of firm genuine press- 
board, Accogrip* stands up in use, 
stays bright and new-looking for 
years. Red, black, grey, green or 
blue. Letter, legal or special sizes. 


@Registered Trade Mark 
*TM pending 


For more ideas on up-to-date filing 
and presentation aids, ask for Acco’s 
new booklet “Ideas That Save Time 


and Space” -- free at better office out- 
fitters, or write 


ACCO PRODUCTS 


A Division or Natser CorPoRATION 
Ogdensburg, N. Y. 


In Canada: Acco Canadian Co., Ltd., Toronto 
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Requirements 


8 How to Organize Your Own Desk-Drawer File ........ 
Here’s a systematic way to handle all the papers that seem 
to pile up on every adman’s desk. EpwarD MICHALS 


What’s New in Graphic Arts ..........0.0-20005 
A report on the biggest week that the printing arts have 
seen in nine years. Rosert B. Konrkow 


@ The Nine Dimensions of Paper ............5++e00. 
What you have to tell your paper merchant to make sure 
of getting just the kind of paper you want. THomas N. Cook 


AR's Spotlight Selection of Christmas Gifts ............ 
To-help you wrap up your business gift program for the 
year, here are some of AR’s favorites. 


Buried Treasure Builds Customers ..........2+2ee00: 
A promotion that drew 21,000 customers to the California 
hills paid off for everybody. Pui SErrz 


How to Use Specialties with Effect ............+.+000- 
The six top winners from the Advertising Specialty com- 
petition show how imagination can be effective. 

Bette Macon 


A Woman Never Forgets ..........+-++6. 
A premium-loving housewife tells a candid story of how 
some offers built illwill, not goodwill. NELLIE BRIGHTON 


NS 5. ae orn piace Se -aelele a easieia ee ees 
The story behind Victor Keppler’s award-winning series of 
appealing photographs for Hallmark Cards. 


Choose Color with Common Sense .... 
If you limit your colors, says this artist, to the colors of 
appetizing foods, you'll be bound to please. Dae NICHOLS 


A Mobile Exhibit Sells Phone Services .... 
People weren’t coming in to see Michigan Bell’s in- store 
displays, so the displays went out where the people were. 


Anyone for Pizza? ........ 
Mix Coke, pizza, disc jockeys and teenagers, and you have 
a promotion that succeeded in establishing buying habits. 


Ford’s Four-Piense Filme 2. cc ccc ccc cece cece cccccces 
Part of Ford Motor’s show that toured shopping centers 
was a new kind of movie called Quadravision. 

HAvILAND F.. REves 


How to Teach Bagsmanship ...........0e2e ee eeeeeee 
To sell more bags, Crown-Zellerbach took a reverse twist 
by teaching its customers how to use fewer bags. 

KENNETH R. MacDoNALp 
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OF CONTENTS. 


What Khrushchev Can Teach Us About Direct Mail . 
One of the wittiest — and most provocative — speeches at 
the DMAA meeting was by Time’s promotion director. 
NicHoLAs SAMSTAG 


How to Make Statistics Fun 


A Gallic touch makes sure that these reports of readership 
statistics receive their proper attention. 


Maurice BENSOUSSAN 


& 81 Ways to a Successful Newsletter Program 
A useful checklist if you are issuing, should issue, or are 
thinking of issuing a newsletter. 


How to Pick a Poster 
The techniques D’Arcy Advertising has developed to en- 
sure that its poster program is effective. MILprepD WEILER 


Robots that Sell 


Animated figures attract attention and build sales in super- 
markets and shopping centers. Ken BurGLuNpD 


& How to Prepare Copy for the Printer 
A little work before you get your copy set in type can cut 
down on your composition bills. 


How New Packaging plus New Displays made 
New Sales Records 


A familiar line of toys reversed a downward sales trend 
through new design. Myron B. SHURE 


Selling Paint with Fashion 
A paint can is probably the last place you'd think of using 
high-style photography, but here it is. TED SANCHAGRIN 


@ Articles for your Adman’s Handbook 


DEPARTMENTS 
Art & Photography 
Audio & Visual Aids 
Direct Advertising 
Layout & Typography 


REGULAR FEATURES 


Buyers Guide & 

Advertisers’ Index 
Books for Admen 
Coming Conventions . 
Competitions to Enter 
The Editor's Notebook 
How | Solved It . 
Just Between Us 
Next Month in AR . 
. 33 Promotion Almanac 


Shows & Exhibits . 79 Readers Write . 
Signs & Displays ............109 AR Reprints .... 


Packaging & Labeling 


Premiums, Prizes & Spe- 
cialties __...... 52 


Printing, Paper & Plate 
making i 





VERSATILE 


IN 

CONDENSED 
REGULAR 
EXTENDED 
BOLD 

BOLD EXT. 


VININVOSOXSIWN 


FROM NEBIOLO,ITALY'S LEADING 
TYPEFOUNDRY, COMES MICROGRAMMA, 
A FRESH SANS SERIF: SQUARE IN FEEL 
ING, STRONG YET SUBTLE IN ITS SUNNY 
MEDITERRANEAN GRACE. CONDENSED, 
REGULAR WITH BOLD, EXPANDED WITH 
BOLD. SIZES 6 TO 36. SEND FOR SHOW- 
ING OF BEAUTIFUL NEBIOLO TYPES, 
AVAILABLE FROM AMERICA'S LEADING 
IMPORTER OF EUROPEAN TYPES: 


AMSTERDAM 
CONTINENTAL TYPES 
& GRAPHIC EQUIPMENT, INC. 


268 FOURTH AVENUE, NEW YORK 10,N.Y. 
SPRING 7-4980 
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IDEA NO. 159 
A Little Kleen-Stik ... 


. . -« and a lot of ingenuity solved 
not one, but two problems for 
Consolidated Badger Co-Opera- 
tive, West De Pere, Wis., packers 
of Morning Glory Ice Cream. The 
problems: using up a stock of ob- 
solete cartons, and promoting a 
valuable premium offer. Manager 
Archie Smith huddled with Les 
Rose, Pres. of Romo Display 
Advertising, Green Bay — who 
worked out this dual-purpose band. 
Printed on ‘“‘Tensalex’’, it resists 
the cold and moisture of freezer 
cases. And it’s held in place with 
two strips of tight-stickin’, peel- 
and-press Kleen-Stik “*D’’ Tape. 
So easy to apply ...80 effective... 
so low in cost 


The World’s Most Versatile 
Self-Sticking Adhesive 


25 YEARS OF PRESSURE-SENSITIVE PROGRESS 


1934-1959 « 


IDEA NO. 160 


June is for Brides . . . 


Also for Dads, grads, and dairies, 
too, says the American Dairy 
Association, Chicago. Adv. Assist- 
ant Donna Walters chose this col- 
orful ‘‘June is Dairy Month’’ 
Bumper Strip, silk-screened on 
Kleen-Stik 800-V. This all-over 
self-adhesive stock has it “‘all over’’ 
other types for holding tight to 
car bumpers thru wind, sun, and 
rain. Production by Dave Fishback 
and Mike Russ of Screen Process 
Printing Co., Wichita. Int’resting 
innovation: special reflective ink 
makes the key message shine out 
day and night! 


6S6I-ve6Tt 


Promoting premiums or 
building Geatel identinn-asemr 
P. O. P. will do it more effec- 
tively and more economically 
with modern, moistureless 
Kleen-Stik. For ideas, see your 
regular printing source — or 
write for our ‘ae ““Idea-of- 
the Month”’ bulletins. 


SSIUDOUd JAILISNIS-3JYNSSIYd JO SUVIA SZ 
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The Editors V7, VOLE 4 


After Nine Years... 


Progress in Graphic 
Arts Demonstrated at 
Huge New York Show 


It was quite a show that the 
graphic arts industry staged in New 
York during Labor Day week. While 
there was little jumping up and 
down with excitement over any 
radical new developments, there 
was plenty of evidence that the 
printing industry is far from the 
eternally complacent business it is 
frequently thought to be. 

AR’s editorial staff was well rep- 
resented at this big event. To fulfill 
our chosen role as the interpreter of 
graphic arts developments for the 
advertising and sales promotion 
profession, we spent dozens of hours 
covering not only all of the exhibits 
at the two big Manhattan exposi- 
tions but also the multitude of 
printing association meetings held 
during the week. 

Managing editor Bob Konikow’s 
special report on page 33 presents a 
highlight summary of the shows and 
meetings. However, most of the re- 
sults of our miles of walking the ex- 
position floors, interviews with lit- 
erally hundreds of exhibitors and 
visitors, attendance at meeting ses- 
sions and careful inspection of the 
latest developments will never ap- 
pear as so many printed words. In- 
stead, such effort is aimed at build- 
ing a backlog of information upon 
which we can base future reports 
for our readers. 

This is one of the things which 
makes AR unique among publica- 
tions in the advertising and sales 
promotion field. No other publica- 
tion has ever devoted such constant 
effort to keep abreast of develop- 
ments in the broad area of promo- 
tion, production and merchandising. 


Typefaces in this issue . . 


A few months ago, a reader de- 
scribed AR as “the Popular Me- 
chanics of the advertising field.” 
Frankly, we felt flattered by this 
title. It’s only through continuing 
activities such as AR’s complete 
coverage of the graphic arts shows 
and meetings that make such a title 
justified. 


> It’s too bad that more exhibitors 
from other fields were not in at- 
tendance at the bigger of the two 
graphic arts expositions at the Coli- 
seum in New York. Here was a 
show that was unique in many 
ways. Both exhibitors and visitors 
were highly pleased with the re- 
sults. 

Of course, this was the first major 
graphic arts exposition held in the 
U. S. since 1950. But the exhibitors 
didn’t rest on this factor and assume 
that anything they did would attract 
attention. However, the fact that 
there hadn’t been a show every 
year may have accounted for the 
lack of a carnival atmosphere which 
has become common in many in- 
dustries. 

The business of trying to come up 
with a new “gimmick” each year 
which not only will top competitors’ 
exhibits but also set your own ex- 
hibit apart from the show place you 
had last year, has proved to be a 
weakening influence on many 
shows. There were few, if any, out- 
right gimmicks at the graphic arts 
exposition. 


> As a matter of fact, we were 
amazed at the complete lack of 
give-aways. A few exhibitors did 
use some of the tried-and-proved 
ideas such as matching number 
badges and registration for daily 
prize drawings, but the majority 
simply counted on their product 
displays to do the job. 

Even the exhibits themselves 


. 29—Dom Casual; 33—Craw Clarendon; 42—Bodoni 


Black; 52——Futura Demibold; 58—Balzac Brush; 60—Brody; 67—-Eve Bold; 70— 
Bodoni Bold Italic; 72—-Tempo Bold Extended & Mistral; 79——Bodoni Campanile; 
82—Tempo Heavy Condensed; 83—Karnak Black Condensed; 89—Tempo Heavy; 
93—Lombardic Initial & Tempo Black Extended; 102—Karnak Black Condensed; 


107—Bodoni Black; 109—Radiant Medium; 112 


Karnak Medium; 119—Karnak 


Intermediate; 123—-Bodoni Black Italic; 128—Craw Clarendon. 





were extremely business-like. True, 
they weren’t the chrome rod-velvet 
drape-cardboard sign affairs com- 
mon not too many years ago. But on 
the other hand, they were not the 
gaudy, gimmicked-up exhibits, de- 
signed primarily to attract atten- 
tion, which set the pace at far too 
many shows. 

Plenty of money was spent with 
exhibit builders for the designing of 
exhibits which would show off 
equipment to its best advantage. 
And the validity of this approach 
was amply demonstrated by the 
steady traffic of interested buyers 
that kept on-floor personnel at 
every exhibit busy from opening to 
closing throughout the show. 

We talked with a number of vis- 
itors who spent the entire week 
carefully examining the wares of 
the exhibitors. One two-man team 
from a medium-size midwestern 
printing plant, for example, spent at 
least eight hours a day at the show 
for five consecutive days before 
heading for home with concrete 
ideas about the equipment they 
were going to buy as part of an ex- 
pansion program. 

Probably the biggest disappoint- 
ment of the show for many of the 
visitors was the press room. Hun- 
dreds of visitors expectantly opened 
the door and looked about in be- 
wilderment when they found the 
pounding of typewriters instead of 
the steady hum of printing presses. 
Typical comment: “Oh, that kind of 
press room!” 


> If we were asked to pick out what 
seemed to be the one most important 
development on display at the ex- 
position, we’d be hard pressed to 
come up with an answer. All things 
considered, however, duPont’s Dy- 
cril plate certainly rates high on the 
list of items of top interest. Not only 
was it the center of attraction in 
duPont’s own exhibit, but it was 
being used on presses demonstrated 
in a number of other exhibits. 

It’s still a bit early to know just 
how much this development is going 
to mean to the entire graphic arts 
industry, but the experts tell us that 
there is a good chance that it will 
spark plug a number of other inno- 
vations. While there still is some 
question concerning the future of 
small rotary letterpresses, for ex- 
ample, the availability of the Dycril 
plate appears to be the catalyst 
which is spurring action in this di- 
rection. 


> Actually, such developments indi- 
cate additional blending of offset 
and letterpress techniques. We have 
commented on this obvious trend on 
several occasions in the past, but it 


Wt wed aa 
On the Air . . New feature of this year’s 
DMAA convention in Montreal was a 
series of closed-circuit telecasts. Here 
Ferd Ziegler (center) interviews Dick 
Messner, DMAA awards chairman. AR 
executive editor Dick Hodgson is at left. 
DMAA’s programs were the first using 
the Queen Elizabeth Hotel’s internal 
closed-circuit set-up. 


takes something like the Dycril 
plate to really accelerate such ac- 
tion. 

The reason that duPont’s new 
plate is particularly important at 
this time is the fact that a number 
of producers of platemaking equip- 
ment have started taking orders for 
machines to process the photopoly- 
mer plates. Until now, Dycril plates 
have been available only through a 
limited number of “field test” in- 
stallations. 

We're making our first use of a 
Dycril plate in conjunction with our 
report on the graphic arts exposition 
in this issue. Through the coopera- 
tion of W. Bayne Gibson, supervisor 
of duPont’s printing development 
laboratory in Philadelphia, we ar- 
ranged for the demonstration plates 
we're using. (See pages 33 and 40.) 


> We’re already at work on a spe- 
cial article evaluating the potential 
of Dycril plates for advertising and 
sales promotion material. We'll be 
checking with those who have used 
these new plates for a variety of 
jobs and hope to have a compre- 
hensive report ready early in 1960. 

Meanwhile, we’re going to be 
keeping an eye on other new plates 
such as the show-stopping nylon 
plate shown by Mergenthaler Lino- 
type. The simplicity with which the 
nylon plates were made during the 
show caused a lot of comment. 
However, the development is so 
new that little information is avail- 
able on it at this time. 

As a matter of fact, even most 
Mergenthaler people didn’t know 
what was coming to fill a spot re- 
served in the company’s exhibit area 
for a “secret” product. The purpose 
for unveiling the process at the 


LET THESE FAMOUS 
ORIGINAL ADVERTISING 
SPORTS BOOKLETS 


By Pearson 
SCORE FOR YOU 100! 
RESULTS SPEAK LOUDER THAN WORDS 


All Our Customers Who Originally 
Started With Us Have Renewed For 
the 25th Consecutive Year! 


GET YEAR ROUND APPEAL 


BASEBALL 


Handy, pocket size 

4 2 7%", 48 pages 
PLUS COVERS FOR 
YOUR ADS. Not the 
ordinary throwaway 
schedule but a compre- 
hensive BASEBALL 
Encyclopedia packed 
full of information. 
1960 predictions, 
appraisals, schedules, 
rosters, team infor- 
mation, ball park 
diagrams and 1001 
other important facts. 


FOOTBALL 


42 7%" — 48 pages 
PLUS COVERS FOR 
YOUR ADS. Profes- 

sional and college. 


BOWLING 


5 2 7%", 16 pages 
PLUS COVERS FOR 
YOUR ADS. 
America’s first family 
bowling booklet with 
tips on how to 
improve the score 
for each member of 
the family 


GOLF 


Tips on how to make 
those long shots and 
improve your score 
by world renowned 
masters 


MAIL TODAY 


C. H. PEARSON, Publisher 
Originator of Advertising Sports Booklets 
250 Park Ave., New York 17 + YUkon 6-7795 


Please mail samples, prices and how your 
customers get amazing results. 


Baseball Football Bowling Golf 


Name 
Address 
City 


NATION'S OLDEST AND LARGEST EXCLUSIVE 
PRODUCER OF ADVERTISING SPORTS BOOKLETS. 
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PRIDE 
IS THE DIFFERENCE 


Atlantic 
Pastel 


Cover and Offset 


Adds an extra color to a wide 
variety of printed pieces with- 
out additional printing cost. 
Six attractive, matching col- 


ors. Distinctive Suede Finish. 


Atlantic Pastel lends dignity 


to fine printing, boosts eye 
appeal, sets a delightful mood 
for creative effects. 
Available through your Fran- 
chised EASTERN Merchant, 
or write direct for a generous 
sample. 
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show, the company explained, was 
to provide an opportunity for mar- 
ket research. Each visitor viewing 
the demonstration was given a ques- 
tionnaire to fill out. From the in- 
formation thus obtained, Mergen- 
thaler hopes to have a better idea of 
the market potential for its nylon 
plate. 


> We'll have to confess that we were 
probably most intrigued by one of 
the smallest exhibits at the show. It 
was the working headquarters of 
Charles Broad of Typefounders Inc., 
Phoenix, Ariz. Mr. Broad is a col- 
lector of old fashioned typefaces and 
is now casting a number of antique 
and ornate faces, which are avail- 
able at prices ranging from $8 to $25 
per font. 

Mr. Broad’s collection now makes 
possible actual type for some of the 
“old fashioned” jobs that have had 
to depend upon frequently hard-to- 
locate reproduction proofs in the 
past. 


On to Montreal .. From New 
York, we headed to Montreal for 
the annual conventions of the Direct 
Mail Advertising Assn. and the Mail 
Advertising Service Assn. Intl. And 
quite the events they turned out to 
be. 

Despite dire predictions that con- 
ventions in Canada would mean se- 
vere cuts in attendance, DMAA and 
MASA both drew banner crowds. 
In fact, the 1,200 attendance at the 
DMAA meetings represents what is 
believed to be the largest crowd 
ever to attend an advertising con- 
vention. 

Much of the success of the DMAA 
convention must be attributed to 
the outstanding promotion job done 
by Doug Mahoney of Frank W. 
Horner Ltd., Montreal, the general 
convention chairman. This, coupled 
with the new spark being given to 
DMAA by president Bob DeLay, 
really paid off. 


> A lot of credit for the success of 
both the DMAA and MASA con- 
ventions must also go to the Queen 
Elizabeth Hotel. We’ve been in- 
volved in a lot of conventions at a 
lot of different hotels and never 
have we seen such excellent service 
and cooperation as was extended by 
the Queen Elizabeth staff. 

During the twin conventions, we 
had an opportunity to get to know 
Postmaster General William Hamil- 
ton of Canada. He was an outstand- 
ing “hit” as a speaker at both con- 
ventions and brought long rounds of 
applause from both direct mail 
groups for his efforts to work very 
closely with both groups in improv- 
ing Canadian postal services. 


> Another “hit” of the DMAA con- 
vention was Nick Samstag, Time 
Inc.’s director of promotion, who has 
been a frequent contributor to AR. 
You'll find a digest of his timely 
DMAA speech on page 93 of this 
issue. 

We had a lot of fun participating 
in a new feature of the DMAA con- 
vention. Along with Ferd Ziegler of 
McCann-Erickson Inc., New York, 
we took part in a series of six 
closed-circuit telecasts, which were 
broadcast to all rooms in the Queen 
Elizabeth. With closed-circuit facil- 
ities becoming increasingly common 
in convention hotels, this technique 
of communications will undoubtedly 
become something of a standard op- 
erating procedure for conventions 
of the future. 

Ferd Ziegler came up with an ef- 
fective technique for checking on 
the audience of the telecasts. He 
told the first part of a joke and then 
instructed viewers to check with 
DMAA’s new board chairman, Red 
Dembner of Newsweek, for the 
punch line. 


Lasting Friends .. J. I. Case Co., 
the Racine, Wis., tractor maker, 
has an interesting method for mak- 
ing lasting friends of its construc- 
tion company customers. It was de- 
scribed in the June issue of Tracks 
& Wheels, Case’s external house 
organ: 

“If you own Case equipment and 
would like to receive 100 free busi- 
ness cards to help advertise your 
business, just fill in and mail the 
coupon below. The J. I. Case Co., 
in cooperation with your local Case 
dealer, will send you absolutely free 
100 high-quality business cards .. . 
preprinted in rich blue ink with a 
picture of the type of Case machine 
you own. You will also receive free, 
two ‘mats’ of your Case equipment 
to help add sparkle to your letter- 
heads, invoice forms and local ad- 
vertisements. 

“Your local printer can easily im- 
print your business cards with your 
company name, address, phone 
number and your own name in a 
second color—thus giving you 100 
attractive two-color business cards 
for the nominal cost of imprinting 
alone... 

“Don’t forget to include the name 
of your Case dealer, because your 
cards and mats will be sent directly 
to him, so he can deliver them to 
you or ask you to stop in when they 
arrive.” 

Here’s a simple, friend-winning 
technique which can be adapted by 
many other companies. The cost, of 
course, is very low since, in most 
cases, the necessary engravings 
and/or artwork are on hand. 44 





PRIDE IS A SEEDLING. Planted with faith in the future.With a man’s own 
satisfaction an important part of the reward. Pride. Insistence on a job superlatively 


done. Pride. Present wherever a proud printer calls for Atlantic fine papers. 
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FEBRUARY, 1960 
Feb. 1-March 31 
Good Breakfast Months . . . sponsored 
by American Bakers Assn., 20 N. Wack- 


er Dr., Chicago 6 


Feb. 1-29 


National Sickroom Needs Month .. . 
sponsored by Natl. Assn. Retail Drug- 
gists, Lehn & Fink Products Corp; c/o 
Arthur Schmidt & Associates Inc., 342 
Madison Av., New York 17 

American Heart Month . . . sponsored 
by American Heart Assn., 44 E. 23rd 
St., New York 10 


Feb. 4-13 


Kraut and Frankfurter Week . . . spon- 
sored by Natl. Kraut Packers Assn., 202 
S. Marion St., Oak Park, Ill. 


Feb. 6-21 
Take Tea & See Week . . . sponsored 
by Tea Council of the U. S. A. Ine., 
500 Fifth Av., New York 


Feb. 7-13 
National Electrical Week . . . sponsored 
by Natl. Electrical Week Committee, 
290 Madison Av., New York 17 
National Children’s Dental Health Week 
— sponsored by American Dental 
Assn 
National Crime Prevention Week .. . 
sponsored by the Natl. Exchange Club, 
3050 Central Av., Toledo 6, O. 
National Beauty Salon Week . . . spon- 
sored by Natl. Beauty Salon Week Com- 
mittee, Public Relations Dept.; Natl. 
Hairdressers & Cosmetologists Assn., 205 
N. LaSalle St., Chicago 1 
Boy Scout Week . . . sponsored by Natl. 
Council Boy Scouts of America, New 


Brunswick, N. J. 


Feb. 7-14 

NASCAR Safety & Performance Trials 
. . . sponsored by Natl. Assn. Stock Car 
Auto Racing, 42 S. Peninsular Dr., Day- 
tona Beach, Fla. 

Negro History Week . . . sponsored by 
Assn. for the Study of Negro Life & 
History Inc., 1538 Ninth St., NW, Wash- 


ington ] 


Feb. 12-22 
National Pimiento Week . . . sponsored 
by Associated Pimiento Canners, c/o 
Liller, Neal Battle & Lindsay Inc., 1371 
Peachtree, NE., Atlanta 9, Ga. 


Feb. 14 
Valentine’s Day sponsored by 
Official Valentine’s Day Council Inc., 
124 E. 40th St., New York 16 
Race Relations Sunday . . . sponsored 
by Dept. Racial and Cultural Rela- 
tions, Natl. Council of Churches, 297 


Fourth Av., New York 


Feb. 14-20 
National Advertising Week .. . 


sored by Advertising Federation of 
America, 250 W. 57th St., New York 19; 
Advertising Assn. of the West, 337 
World Trade Center, San Francisco 11 


Feb. 15-21 
National Weight Watcher’s Week .. . 
sponsored by “Lite Diet” Bread, Bakers 
Franchise Corp., 250 Park Av., New 


York 17 


Feb. 15-22 
National Cherry Week . . . sponsored by 
Natl. Red Cherry Institute, 35 E. Wack- 
er Dr., Chicago 1 


Feb. 15-27 


Nationally Advertised Brands Promotion 
. . . sponsored by Chain Store Age, 2 
Park Av., New York 16 


Feb. 20-27 
Future Farmers of America Week .. . 
sponsored by Agricultural Education 
Branch, Office of Education, U. S. Dept. 
of Health, Education and Welfare, 
Washington 25 


Feb. 21-27 
Sertoma’s Freedom Week . . . sponsored 
by Sertoma Intl., 3200 Broadway, Kan- 
sas City 11, Mo. 
National Engineers’ Week . . . sponsored 
by Natl. Society Professional Engineers, 
2029 K St., NW, Washington 6 


Feb. 21-28 
Brotherhood Week . . . sponsored by 
Natl. Conference Christians & Jews Inc., 
43 W. 57th St., New York 19 


Feb. 25 
National Chiropractic Day . . . spon- 
sored by Natl. Chiropractic Assn., Na- 
tional Bldg., Webster City, Iowa 


Feb. 29 
Bachelors Day . . . sponsored by Han- 
sell-Zook Inc., 925 Land Title Bldg., 
Philadelphia 10 


Feb. 29-March 4 
Pencil Week ... 


sponsored by Lead 


Pencil Mfrs. Assn., Banner & Greif, 


Public Relations, 369 Lexington Av., 
New York 17 


The ar 


promotion almanac 
for 1960 


This new publication, just 
off the press, is the most 
complete, up-to-date list 
available of special days, 
weeks and months sched- 
uled for 1960. A special 
section gives promotional 
dates to tie in with Alaska 
and Hawaii. 


$1 per copy 
quantity prices available 
Reprint Editor 
Advertising Requirements 
200 E. Illinois St., Chicago 11 
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GOES MEANS 
PICTURE 
BUSINESS 


Inexpensive . . . yet Effective 

Add COLOR to your 

P.O.P. DISPLAYS—CATALOGUE and 
BROCHURE COVERS— 

SALES PROMOTIONS 

Over 10,000 GOES TRUCOLOR prints to 
choose from 

SCENICS * GIRLS * OUTDOORS * 
CHILDREN + SPORTS * ANIMALS 


Ready for mounting or over-printing 
Sizes 3 x 4 to 22 x 28 
Priced at far less than the cost of original 


artwork alone in average quantities 

... And, we'll prove it! 

WRITE TODAY FOR THE TRUCOLOR 
CATALOGUE AND PRICE LIST 
They’re FREE. Write today on your 
business letterhead. 


GOES MEANS BUSINESS 


GOES can help you with 
the greatest selection of 


BORDERED BLANK CERTIFICATES 
Designed for today 


. . . Produced in 2 and 3 colors 
Ready for your over-print 


GOES brings you craftsmanship 
at a price to 
BUILD YOUR PROFIT 


Werenty ‘ 
Coupon ° 
Limited Time Offer} 


1 


ction Sheet 


Charity Drive 
Gift Certificate 
Statement 


=e 


IDEAS? 
They’re available on 
request. Write Today 


OES 


LITHOGRAPHING CO. 
42 W. 61st STREET, CHICAGO 21, ILLINOIS 
53 PARK PLACE, NEW YORK 7, NEW YORK 
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GOOD -|I HAVE TO 
SHOW MY CUSTOMER 
SAMPLES OF 3 DIFFERENT 
PAPERS TODAY 


Your Hammermill Merchant gives you a chance to choose 
from among the many brands and grades of paper he carries. 
Ask for his advice and you'll get an unbiased, best-for-the- 
job answer. 


When a customer wants to see a variety of stocks, it’s iM BR, 
reassuring to know your Hammermill Merchant’s warehouse ayy Mp 
is nearby. When you have to bid quickly on a job and need A La 
to know what stocks are available now, it’s comforting to [P/\[P[s IRS 
know your Hammermill Merchant can deliver whenever you 


say. Next time call him. He’s listed on the following page. Hammermill Paper Company, Erie, Pennsylvania 


For the best in Paper, and the best in Service...call your Hammermill Merchant 
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FOR THE BEST PAPER SELECTION 
CALL YOUR HAMMERMILL MERCHANT 


ALABAMA 
.. Strickland Paper Co., Inc. 
Weaver Paper Co. 
ARIZONA 
Zellerbach Paper Co. 
ARKANSAS 
Little Rock .. Western Newspaper Union 
CALIFORNIA 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
COLORADO 
Carpenter Paper Company 
Carpenter Paper Company 
CONNECTICUT 
Hartford .... Henry Lindenmeyr & Sons 
Hartford .. Green & Low Paper Co., Inc. 
Hartford ... Carter Rice Storrs & Bement 
New Haven, Carter Rice Storrs & Bement 
DISTRICT OF COLUMBIA 
Washington ... R. P. Andrews Paper Co. 
FLORIDA 
... Virginia Paper Co., Inc. 
E. C. Palmer & Company 
E. C. Palmer & Company 
GEORGIA 
Atlanta S. P. Richards Paper Co. 
Atlanta, Wyant and Sons Paper Company 
HAWAII 
Honolulu, Honolulu Paper Company, Ltd. 
IDAHO 
Zellerbach Paper Co. 
ILLINOIS 
Champaign, Cresent Paper Co., Illinois Div. 
Chicago Bradner Smith & Co. 
Chicago Carpenter Paper Company 
Chicago Chicago Paper Co. 
Decatur .. The Decatur Paper House, Inc. 
Peoria Peoria Paper House, Inc. 
Quincy Irwin Paper Co. 
Springfield .. The Capital City Paper Co. 
INDIANA 
Evansville .. The Diem & Wing Paper Co. 
Fort Wayne Butler Paper Co., Inc. 
Indianapolis ........ Crescent Paper Co. 
IOWA 
Des Moines .. Carpenter Paper Company 
Des Moines .. Western Newspaper Union 
Sioux City ... Carpenter Paper Company 
Sioux City ... Western Newspaper Union 
KANSAS 
Carpenter Paper Company 
Midwestern Paper Co. 
Western Newspaper Union 
KENTUCKY 
.. Southeastern Paper Co., Inc. 
LOUISIANA 
New Orleans .. E: C. Palmer & Company 
Shreveport ... Western Newspaper Union 
MAINE 
Portland .... C. M. Rice Paper Company 
MARYLAND 
Baltimore .... The Baxter Paper Co., Inc. 
Baltimore .. Baltimore-Warner Paper Co. 
Hagerstown ... Antietam Paper Co., Inc. 
MASSACHUSETTS 
Carter Rice Storrs & Bement 
Boston, Cook-Vivian-Lindenmeyr Co., Inc. 
Springfield .. Carter Rice Storrs & Bement 
Worcester .. Carter Rice Storrs & Bement 


Birmingham 
Montgomery 


Phoenix .... 


Fresno 

Los Angeles 
Oakland 
Sacramento 
San Diego 
San Francisco 
San Jose 
Stockton 


Pueblo 


Jacksonville . 
Miami 
Tampa 


Topeka 
Topeka 
Wichita 


Louisville 


MICHIGAN 
Detroit Beecher, Peck & Lewis 
Flint Beecher, Peck & Lewis 
Grand Rapids, Carpenter Paper Company 
Lansing The Dudley Paper Co. 
Saginaw The Dudley Paper Co. 
MINNESOTA 
Carpenter Paper Company 
Minneapolis .. Carpenter Paper Company 
Minneapolis Leslie Paper 
Saint Paul Leslie Paper 
MISSISSIPPI 
Jackson Paper Company 
Newell Paper Company 
MISSOURI 
Kansas City .. Carpenter Paper Company 
Kansas City Midwestern Paper Co. 
Saint Louis ..... Beacon Paper Company 
Saint Louis Tobey Fine Papers, Inc. 
Springfield Springfield Paper Co. 
MONTANA 
ee Carpenter Paper Company 
Great Falls Leslie Paper 


Jackson 
Meridian 


NEBRASKA 
Carpenter Paper Company 
Western Newspaper Union 
Carpenter Paper Company 
Western Paper Company 
NEVADA 
Zellerbach Paper Co. 
NEW HAMPSHIRE 
C. M. Rice Paper Co. 
NEW JERSEY 
Henry Lindenmeyr & Sons 
NEW MEXICO 
Albuquerque, Carpenter Paper Company 
NEW YORK 
Hudson Valley Paper Co. 
The Alling & Cory Co. 
Hubbs & Howe Co. 
Long Island City, Henry Lindenmeyr & Sons 
New York .. The Alling & Cory Company 
Miller & Wright Paper Company 
New York Beekman Paper Co., Inc. 
New York .. Bulkley, Dunton & Co., Inc. 
New York .. Green & Low Paper Co., Inc. 
New York, Linde-Lathrop Paper Company 
New York Reinhold-Gould Inc. 
New York, Union Card & Paper Co., Inc. 
Rochester The Alling & Cory Co. 
Syracuse The Alling & Cory Co. 
Troy Paper Corporation 
The Alling & Cory Co. 
NORTH CAROLINA 
Charlotte Caskie Paper Co., Inc. 
Raleigh .. Epes-Fitzgerald Paper Co., Inc. 
NORTH DAKOTA 


Lincoln 
Lincoln 


Leslie Paper 
Western Newspaper Union 
OHIO 
The Alling & Cory Co. 
.. The Diem & Wing Paper Co. 
The Alling & Cory Co. 
Cleveland The Petrequin Paper Co. 
Columbus .. The Central Ohio Paper Co. 
Dayton, The Jack Walkup Paper Co., Inc. 
Toledo The Central Ohio Paper Co. 
OKLAHOMA 
Oklahoma City, Carpenter Paper Company 
Oklahoma City, Western Newspaper Union 
Tayloe Paper Company 
Western Newspaper Union 
OREGON 
Zellerbach Paper Co. 
Zellerbach Paper Co. 
PENNSYLVANIA 
Allentown ... Lehigh Valley Paper Corp. 
Daka Paper Company 


Cincinnati 
Cleveland 


Eugene 
Portland 


Durico Paper Company 
The Alling & Cory Co. 
Philadelphia Paper Merchants, Inc. 
Philadelphia .. The Thomas W. Price Co. 
Philadelphia, The J.L. N. Smythe Company 
Philadelphia D. L. Ward Co. 
Pittsburgh The Alling & Cory Co. 
Scranton Megargee Brothers, Inc. 
York, Andrews Paper House of York, Inc. 
RHODE ISLAND 
Providence . . Carter Rice Storrs & Bement 
Providence, Cook-Vivian-Lindenmeyr Co. 
SOUTH CAROLINA 
Columbia, Epes-Fitzgerald Paper Co., Inc. 
SOUTH DAKOTA 
mous. Pe ics ceases Leslie Paper 
TENNESSEE 
Chattanooga .. Southern Paper Company 
Knoxville, Southern Paper Company, Inc. 
Memphis Tayloe Paper Company 
Memphis .... Western Newspaper Union 
Nashville Clements Paper Company 

TEXAS 
. Carpenter Paper Company 
Austin Carpenter Paper Company 
Dallas Carpenter Paper Company 
BN cd a:s.e'00-5 E. C. Palmer & Company 
El Paso Carpenter Paper Company 
Fort Worth .. Carpenter Paper Company 
Harlingen ... Carpenter Paper Company 
Houston Carpenter Paper Company 
Houston E. C. Palmer & Company 
Carpenter Paper Company 
San Antonio .. Carpenter Paper Company 
UTAH 
Salt Lake City, Carpenter Paper Company 
Salt Lake City, Western Newspaper Union 
Salt Lake City Zellerbach Paper Co. 
VIRGINIA 
Lynchburg Caskie Paper Co., Inc. 
Norfolk .. Epes-Fitzgerald Paper Co., Inc. 
Richmond, Epes-Fitzgerald Paper Co., Inc. 
Richmond .... Richmond Paper Co., Inc. 
WASHINGTON 

Zellerbach Paper Co. 
Zellerbach Paper Co. 
Standard Paper Co. 
Zellerbach Paper Co. 

WEST VIRGINIA 
Charleston Copco Papers, Inc. 
Clarksburg .... R. D. Wilson—Sons & Co. 

WISCONSIN 

.. The Bouer Paper Company 


Harrisburg 


Amarillo ... 


Seattle 
Spokane 
Tacoma 
Walla Walla 


Milwaukee 


- 
SLM 
“Yes, we can handle the job. The stock 
you want is here in the city.” 
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NAZ- DAR 


On your next order for 
screen process printing, 
be sure to specify 
NAZ-DAR Screen Process 
Inks for lasting brilliance 
of color . . . perfect 
color matching on reruns... 
no offsetting during 
storage ... and ultra 
fast-drying inks which permit 
ultra fast delivery schedules! 


You'll notice immediately 
the brilliant difference when 
NAZ-DAR Screen Process 
Inks are used on your 
jobs. They “‘sell-themselves”’ 
to retailers for greater 
placement of P-O-P material! 


Ask your screen process 
printer about NAZ-DAR 
Inks. . . cost no 
more . . . deliver much 
greater visual impact 
at the point-of-sale. 


Write for color cards today! 


THE 


NAZ-DAR 


COMPANY 
461 Milwaukee Avenue 
Chicago 10, 
Illinois 
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READERS 


impressed by Editorial 


© We were so thoroughly im- 
pressed with your editorial “Small 
Advertisers Can Look Big” (Just 
Between Us, June), that we would 
like to have your permission to 
have this reproduced in its entirety 
to include in our newsletter, or per- 
haps to mail out separately. 
RicuHarp A. DINKEL 
Creative Advertising Agency, 
Grand Rapids, Mich. 


© For quite some time I have been 
an avid reader of AR. I look for- 
ward with great anticipation to your 
monthly editorial, “Just Between 
Us.” 

The June, 1959 issue, whose edi- 
torial was entitled “Small Adver- 
tisers Can Look Big,” brings a mes- 
sage that we have been trying to 
impart to our customers during the 
past year or so. 

As printers, we would like per- 
mission to use this editorial in sales 
promotion pieces. May we have 
your permission to reprint? 

Joun N. WIMMER 

Wimmer Brothers, Memphis, 
Tenn. 


(Permission granted. We’re glad to 
have help in spreading the word 


coo) 


Design a Plus Value 


@ I have been asked to express my 
views on the subject of free design 
service offered by the package ma- 
terial supplier. (See “How Much 
Does Free Package Design Cost?”, 
AR, October.) First, let me make 
it clear that I can speak only for 
our operation and do not consider 
myself qualified to comment on the 
practices of other packaging in- 
dustries. 

I believe I can best clarify our 
thinking by concisely and positive- 
ly setting down the salient points 
that dictate our policy. 


1. We do not sell design. We use 
good design to sell aluminum. I 
say good design because quality 
appearance is a vital factor to be 
considered in the promotion of foil 
as a package medium. Each of our 


packages is an ambassador for foil. 
It must be good. 


2. We have no reason to pressure a 
customer into changing a design and 
have no objection to adapting his 
existing package to foil. The large 
volume of our work is adaptation 
with only minor changes necessary 
to adjust to the different medium. 
We prepare new designs only upon 
customer request. 


3. We are glad to cooperate with 
the independent designer, working 
with him when as foil specialists 
we can be of help in the technicali- 
ties of designing or printing on foil. 
We sincerely believe that the inde- 
pendent benefits when we break 
into a specific product field with foil. 
This creates a general dissatisfac- 
tion and a demand for more pack- 
age design. 


4. There is no “hidden cost.” Prices 
are standardized within the indus- 
try. It’s simply good business. The 
design service is a valuable sales 
tool and its cost is more than cov- 
ered by its value to the sales op- 
eration. 
JAMES BIRNIE 
Director of Design, Reynolds 
Metals Co., Richmond, Va. 


Backs Occupant Mail 


@ In reading the article “New 
Trends in Direct Mail” by Robert 
F. DeLay (AR, June), I was great- 
ly pleased with many parts of it 
which made sense. 

However, I was appalled by the 
paragraph: “There is a belief that 
‘occupant’ mailings may be legis- 
lated out of the picture.” 

We average well over 2,000,000 
occupant mailings per month. Our 
clients use it, as well as name mail- 
ings, for the simple reason that it 
moves goods and services for them 
successfully and profitably. We 
can’t accept the responsibility of 
trying to move goods produced by 
our economy and then, on the 
other hand, make remarks that will 
cut down the tools we need to do 
this job. 

Epwarp R. LEFLER 

The Mailing House, Los Angeles 


Mr. DeLay, president of Direct 





A legend comes to life on latex coated paper 


Jim Thorpe needed no fictional embroidery to add luster to his legendary accomplishments. His historic 
sweep of both decathlon and pentathlon in the 1912 Olympics stamped him as an athletic marvel. After 
twenty years in football, he was recognized as the greatest player of the century. He was good enough at 
baseball to win a contract from the New York Giants. Whatever the game, you could 


depend on Thorpe to deliver. Latex coated papers, too, deliver standout perform- 
ances every time. For reasons why, turn the page. 





LATEX 
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COATED 


Performance counts...in sports and in printing 


When quality is the watchword, more and more jobs are being put on latex coated 
papers. The outstanding features of latex coatings are demonstrated in the Jim Thorpe 
painting and the photography on the front of this insert. Note the high degree 


of fidelity, the sharp detail and the range of brilliant and subtle tones. 


Blended with other coating materials, Dow Latex provides excellent dimensional 
stability and fracture-free folding. It also provides closely controlled ink receptivity and 


good resistance to water. 


Latex coatings are now available on a wide selection of quality papers in both dull 

and gloss grades, for both letterpress and offset. Why not test its performance yourself? 
Check with your paper supplier or write to us for specific information. THE Dow 
CHEMICAL COMPANY, Midland, Michigan, Coatings Sales Department 2327. 


This four color 150 line screen reproduction <> 
is printed on 100 lb. Offset Enamel. 


Olympic Medal and Blazer courtesy Ralph C. Craig. 


THE DOW CHEMICAL COMPANY + MIDLAND, MICHIGAN 





Mail Advertising Assn., 
Mr. Lefler’s letter this way. 


answered 


e I can understand your concern 
about the report in my article re- 
garding occupant mailings. 

This was one of the opinions of 
the direct mail “experts” whom I 
contacted prior to writing this ma- 
terial. 

I did not furnish a rebuttal as 
such to any of their negative opin- 
ions. Perhaps I should have, but 
certainly it would be rather pre- 
sumptuous of me to state that oc- 
cupant mailings might be legislated 
out of the picture. 

As you know, we maintain a per- 
manent representative of the as- 
sociation in Washington, to try and 
advise us on the trends of thinking 
in legislation. Certainly the Wash- 
ington postal picture is cloudy at 
the moment. It would not surprise 
me if third class mail were legis- 
lated out of the picture completely. 

I felt it a better service to warn 
people of these possibilities rather 
than to stand up and defend or at- 
tack these prophecies. 

Be assured that as an association 
interested in all mailers, we cer- 
tainly are opposed to discontinu- 
ance of any mailing service that 
helps our customers and our mem- 
bers. We shall continue to fight for 
what you need in the way of postal 
service. 

We do feel it advisable to keep 
informing our membership of any 
threat to these services. It was com- 
pletely in this vein that these com- 
ments were made. 


Rosert F. DeLay 


Reprints on Paper 


@ We are wondering whether we 
may have your permission to make 
reprints of your article “Don’t For- 
get the Paper Container” (AR, 
August) on behalf of our client, the 
Paper Cup and Container Institute. 
Full credit would, of course, be 
given to your magazine. 
Nep GREENE 
Farley Manning Associates, New 
York 


(Permission extended .. . Ed.) 


Who’s on First? 


@ We were particularly interested 
in seeing some artwork with the 
slogan “Make Mine Milk” in your 
June issue, on page 110. 

I am sending you a poster which 
was distributed by the Commission 
to get people to drink more milk. 





Lettering for Presentations 


Ae 2M minutes... 
v e 
..for Pennies...! 


= Now you can prepare your presenta- 

f , tions with a variety of attractive type 
aa styles and sizes that will give your 
chart-talks a new dimension in ex- 

pressiveness and dignity. Your office 

girl can run off the copy you need. 
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Automatic! ...vou COMPOSE TYPE BY SIMPLY DIALING! 


VISUALS V No more costly type-setting or hand lettering. HEADLINER 


photo-composes any type of lettering, for any purpose, on 
HEADINGS V plastic-coated, smudge-proof paper, or transparent film, in- 


DISPLAYS V stantly ready for use in your presentation layout. Hundreds 


of different type styles, all instantly changeable...ranging 
CHARTS V up to 72 points in size. 


ee i er ee ee 


VARI-TYPER CORPORATION Dept. H-111 
720 Frelinghuysen Ave., Newark 12, N.J. 
Please send VARI-TYPER Book H 


CUTTING COSTS IS OUR BUSINESS 
VARI-TYPER CORPORATION 
SUBSIDIARY OF 
ADDRESSOGRAPH-MULTIGRAPH CORPORATION 

All heads in this Ad were 
photo-composed on the HEADLINER. 
Text by VARI-TYPER. 





SCREW ON TOP 


With convenient.hollow barre! for 
Storage of extra cutting blades, 


NEW! A CIRCLE CUTTING TOOL 


COMPLETE 
ONLY $6.50 
MONEY SAVING OFFER 


This ‘practical toot is being 
offered for a limited time at a low 
introductory price to aquaint 
litho-artists and craftsmen with 
“tools that make their Mark." 
10 days free trial, Here's @ handy 
Ordinary phonograph needle, onswer to the 
easily inserted, provides steady f problem to cut- 
pivot, ting circles in 

paper, masks, 


negotives, and / 
: a Collapses ORDINARY Mf 
’ hee a. PHONOGRAPH 7 
SEND $6.50 by Niet NEEDLE 

. other sizes. ® 
WITH ORDER —_—T- 


TO THE MARK SPECIALTY COMPANY }23,SaitPad St 
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How to Buy a Ghost Town 
When the “Saturday Evening Post” wanted 
to buy a ghost town to use as first prize in 
a promotion contest, it sounded like a 


simple thing to do. Before you buy your 
next ghost town, better read this. 


ADDED 
ATTRACTION 


All About “Showdown al 
Ulcer Gulch” 


This is the movie that made 
Ulcer Gulch famous, and 
helped the “Post” get 
across its promotion. 


PLUS What's New in Envelopes 
I@¥How to Get ROP Color Publicity 
I=®~Picking Premiums Women Like 
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We think this was the first use of 
the slogan, which was a brain child 
of ours in 1954. 
Ernest L. SHERMAN 
Executive Director, New Hamp- 
shire State Planning & Develop- 
ment Comm’n., Concord 


(We’ve learned to be very careful 
of calling anything in advertising 
“first” or “biggest” or any other 
superlative. It never is . . . Ed.) 


Down with ‘Rub-Offs’ 


@ Like most advertising men, I 
have a pet peeve which, for many 
years, has been a source of petty 
annoyance. It occurs to me that 
some of your more ingenious sub- 
scribers have, perhaps, come up 
with a solution and would be will- 
ing to share it with those of us who 
are still suffering. 

For the preparation of newspaper 
layouts from mats for which I have 
no proofs, I have never been able to 
improve on the time-honored, but 
somewhat messy and unsatisfactory, 
method of pencil or carbon “rub- 
offs.” This method is particularly 
undesirable for surprints and square 
halftones. 

Over the years I have culled many 
a valuable idea from your “How I 
Solved It” column, and I have the 
utmost faith that your readers can 
be relied upon to provide the an- 
swer I seek. 

STANLEY M. KLINGER 

Advertising Manager, Dade 

Wholesale Products, Opa-Locka, 

Fla. 


(Calling all readers for help, which 
will be promptly forwarded to Mr. 
Klinger . . . Ed.) 


Thought Provoking 


@ Your recent lead article on the 
subject of sales promotion (“Sales 
Promotion Comes of Age,” by Dick 
Hodgson, AR, June) was indeed in- 
teresting to me. It was both com- 
prehensive and thought provoking. 
I would like to have your permis- 
sion to reprint it in Surplus Record, 
a publication serving 40,000 top pro- 
duction executives in the metal- 
working field. 
Victor G. Morris 
Associate Editor, Surplus Record, 
Chicago 


(Permission granted. And for those 
who would like copies for them- 
selves, we have prepared a special 
reprint, +279, at 50c, which con- 
tains this article and 8 others from 
the 1959 Sales Promotion Executives 
Assn. meeting .. . Ed.) 





a “Shad — . 3 
e. : es ees 5S 


For prod 


uct promotion in exhibits and display rooms 


Plexiglas 


Are you looking for dramatic ways to attract atten- 
tion when your products are on display? PLEXIGLAS® 
acrylic plastic offers almost unlimited possibilities 
in exhibit and showroom uses. 


With transparent PLEXIGLAS, you can have models 
and product demonstrators that give a clear view 
of internal parts and their operation. PLEXIGLAS is 
highly resistant to breakage— useful for display cases, 
background panels, protective guards and partitions. 
In translucent colored form, PLEXIGLAS can be back- 
lighted for completely luminous, attention-arresting 
settings and signs. The applications shown above 
are just a few of the many exciting ways that 
PLEXIGLAS can help you in product promotion. 


Whatever your specific exhibit and display require- 
ments—get in touch with your Authorized PLEXIGLAS 


Dealer for helpful advice. He has complete stocks of 
flat, corrugated and patterned sheets . . . crystal- 
clear and in translucent or transparent colors. He is 
listed under PLEXIGLAS in the Plastics section of 
telephone directories in major cities. 


In Canada: Rohm & Haas Co. of Canada, Ltd., 
West Hill, Ontario 


Chemicals for Industry 


OHM & HAAS 


COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


CALL YOUR AUTHORIZED PLEXIGLAS DEALER 


PROMPT DELIVERY * TECHNICAL ADVICE * FULL RANGE OF SIZES AND COLORS 
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What are the 
ingredients 
of a 
good highway 
display? 


You'll get the answers to these and 
other vital questions about good 
highway displays in this new 


FREE HIGHWAY DISPLAY 
DESIGN GUIDE 


If you design, produce, and place out- 
door advertising in any form—this 16 
page, full color book is a must! It tells 
you how to make your signs more effec- 
tive and more productive. It gives you 
valuable tips about the signs that sell in 
this important advertising medium. Best 
of all, it’s FREE! 


send for your copy now! 


: MINNESOTA MINING AND 

* MANUFACTURING COMPANY 

: Dept. RBC-119, St. Paul 6, Minnesota : 
* Please send me a copy of your new, free * 


> highway display design guide, “Welcome : 
* and atched For.’ : 


+ NAME 
: TITLE on 
; FIRM 


Minor G&G» 


: CITY 
WManvracturine company 


«+ WHERE RESEARCH 1S THE KEY TO TOMORROW 
SAINT PAUL 6, MINNESOTA 
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O/ 
I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTs will pay 
$10 each for items published here. Send materials to Editor, 


ADVERTISING REQUIREMENTS, 200 E. Illinois St., 


Chicago 11. 


No material will be returned unless specifically requested, 
and accompanied by return postage. 


Lowcost Mailing Idea 
For Small Engravings 


In my nearly fifty years of engi- 
neering advertising I find that en- 
tirely too much money is spent in 
the mailing of engravings, partic- 
ularly small engravings. Nearly 
every day this office receives re- 
turned engravings from publishers. 
Many times the big box we receive 
contains nothing more than one 
small engraving. A package of this 
kind is usually insured, often sent 
special delivery, and will cost some- 
where in the neighborhood of a dol- 
lar. 

Yet this same engraving could 
have been mailed safely and quick- 
ly for eight cents! We wrap a piece 
of cardboard around the engraving 
and, by means of ordinary staples, 
hold the engraving in place. The 
printing side of the engraving can 
face either the outside or the staples, 
but I prefer having it turned toward 
the staples for the most protection. 

In all the years I’ve used this 
method I’ve never had any trouble 
of any kind. Every mailing has 
reached its destination and there 
has never been any complaint from 
any source. 

W. F. ScHAPHORST 

Newark, N.J. 


One Way To Solve The Old 
Show-Through Problem 


Often, when we request art for 
our paste-ups, manufacturers will 
send us catalog sheets because they 
do not have quality repro-proofs. 

The thin paper on which such il- 
lustrations are ordinarily printed 
have give us some real “show- 
through” problems in the past. 

Now we eliminate this by turning 
the illustration over and laying 
strips of pressure-sensitive tape 
lightly over all printed matter on 
the back of the illustration. When 
these strips are removed, they “skin 


off’ the top layer of paper, along 
with any objectionable printing. 
The rough surface can then be 
sprayed with clear acrylic resin to 
prevent rubber cement from seeping 
through to discolor the illustration. 
Better still, a backing of white 
litho tape adds both opacity and 
strength to the piece. This is of par- 
ticular value if the picture is to be 
removed and re-used. 
Don KIRKENDALL 
Advertising Manager, Interstate 
Electronic Supply Corp., Wichita 
1, Kan. 


Visual Progress Chart 
Devised for Church Fund 


To keep the pot boiling on our 
church building fund drive, we 
wanted to keep church members 
informed as to the amount received 
to date, and the relationship of this 
amount to the campaign goal. 

We had a giant stat (about 56x 
38”) made of the architect’s draw- 
ing, and we included the portion of 
the old building on it that will be 
improved by this fund. The stat is 
mounted, then fastened to the wall 
in the front of the church, with the 
campaign slogan directly above it. 


Since we needed about $140,000 
for the new wing and the improve- 
ments on the old, we divided these 
parts into 140 blocks, complete with 
perspective and break-joints. These 





FAMOUS LAST WORDS (No. 10) 


"OUR EXHIBIT JUST NEEDS A NEW COAT 
OF PAINT J” 


C Sees 


es 


.-4 NEW COAT OF PAINT WON’T HELP AN EXHIBIT THAT’S OUT OF DATE 


An exhibit, like a piece of productive machinery, 
eventually reaches a point of no return. Once it does, 
refurbishing may make it look fresh and clean, but the 
exhibit may still fall short of the job to be done. 


There is no rule of thumb that one can follow to 
determine whether an exhibit is re-usable or ready for 
discard. Any number of factors can obsolete an exhibit. 


Inflexibility in design and construction may prevent 
proper and dramatic display of a new product or new 
feature of existing product. Frequently, innovations in 
exhibit techniques will precipitate obsolescence. Or it’s 
conceivable that your present exhibit no longer projects 
the desired corporate image or current theme. 


Before you apply the paint brush, we suggest you give 
the above “exhibit evaluation factors” serious consid- 
eration. It may well be that a new exhibit, based upon 
your immediate and long range objectives, will save you 
money in terms of greater returns for your exhibit dollar. 


Additional “Exhibit Evaluation 
Factors’’ are described in a new mailing 
piece. Upon request, we'll send you a 
copy along with a new 8-page folder 
entitled ‘‘Sales Producing Exhibits.’’ 
This contains illustrations and detailed 
explanations of exhibit techniques suc- 
cessfully used by GRS&W clients. Send 
for your copies. 


SFR SS &W Gioia 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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GED REPRINTS 


This is @ selected list of reprints currently in stock. A complete list ran in June. 
Unless another price is given, each sells for 25¢. In lots of 10 of any one re- 
print, the price is 20¢ each; lots of 50 or more, 15¢ each; lots of 100 or more, 
12'/2¢ each. Order by number from Reprint Editor, Advertising Requirements, 


200 E. Illinois $t., Chicago 11, ill. Please enclose payment if your order totals 
less than $2. 


New This Month 


282 Design & Color: Cure for a Sick image — by David K. Marshal! 
A designer points out some things to do to build your corporate image 


Advertising Specialties 


307 A Basic Guide te Speciality Advertising 
What every adman should know about this medium a Best of AR feature 


Art 


256 Hew te Buy Graphic Arts Material — by Donald Davis 


A quide to help graphic arts buyers 
236 A Cede of Ethics for Art 


The official code of ethical practices in buying art 


Audio-Visuals 


303 A Basic Guide to Business Fiims 


Checkpoints in planning, production and distribution of motion pictures 
262 Hew to Get More from your Film Budget — by Fred A. Niles 


A producer tells how you can make your dollar go farther 
224 The Art ef Communication — by Richard A. Naumann (50c) 


A four-part series teaching admen production techniques and uses of audio-visuals 


Photography 


302 A Basic Guide for Better Advertising Photos 


How to work with photographers to get better photos more economically 
228 A New Guide te Color Photography — by Egon Berka 
A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color stats 
162 How te Crop Photos — by Vincent T. Tajiri 


Pointers for getting the most out of photographs for reproduction purposes 


Premiums 


312 Do's and Don'ts for Premium Buyers 


A Best of AR article gives practical suggestions to improve use of premiums 
272 Overseas Premiums Can Add Glamor to your Promotion — by William S$. Roach 


Drop-shipping premiums from abroad has some advantages, but some risks as well 
251 The Basic Premiums — by John M. Davidson 


A look at 50 years of premiums shows which have constant appeal 


Printing & Typography 


311 Hew to Save on Your Printing Bills 


65 hints on money-saving techniques, from a Best of AR feature 
305 A Portfolio of Typefaces for Admen 


The Best of AR feature includes more than 300 one-line specimens 
257 Hew Billboard Produced an Unusual insert — by R. B. Schueler 


The production story of a special section with a life of its own 
249 The Advantages of Letterpress & Offset 


A debate in print shedding light on the selection of the best printing process 
235 Let's Get Together on Offset — by Bernard C. Schramm Jr. 


There’s trouble when buyer, artist and printer don’t talk the same language 
211 A System for Controlling Printing Costs — by Frederick Kammann (50¢) 


A five-part outline of a practical system for saving 10% on your printing bills 
105 Let's Swap ideas 
Ten ideas from printers and admen culled from Kimberly-Clark’s contest 


A special ar reprint 
The AR Promotion Almanac for 1960 


A listing of special days, weeks and months to be held 
during the next year, along with the names and ad- 
dresses of each sponsoring organization. An invaluable 
aid to the planning of every sales promotion manager. 
$1; quantity prices available 
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divisions were ruled on the stat with 
light pencil lines. 

Now, to show the amount of 
money already received, we cover a 
block or half-block at a time with 
red Zip-A-Tone for each $1,000 or 
$500 received. 

JOHN TURREL 

Agricultural Information Service 

Butler, Pa. 


Space of The Essence? 
Consider This Idea 


Since cubic feet were our essential 
problem, we needed desk space 
without encroaching on valuable 
floor space for files. 

Our answer was a novel adapta- 
tion of the not-so-new idea of using 
two-drawer filing cabinets as the 
base of a desk. Our particular twist 
consisted of turning the cabinets at 
right angles to each other. 


One filing cabinet preserves filing 
space and doubles as desk drawer 
space, while the other cabinet serves 
its usual filing use function without 
disrupting the work of the desk user. 

To do it harmoniously with office 
decor, we painted the file cabinets 
to match the walls, the drawers a 
contrasting black. 

H. L. MaYHEw 

Cleveland 


Best Erasure is Removal 
In Layout Mistakes 


I have found that one can neatly 
rectify penciled mistakes on visual 
layout paper by not erasing. If, for 
instance, a line of penciled letter- 
ing is to be re-done on the layout, 
it can be removed by applying over 
it a strip of masking tape. 

This is slowly—but not painfully 
—removed, taking with it most of 
the grease or wax in the graphite. 
Two or three applications of clean 
strips of masking tape over the 
area will suffice; only then should 
one use kneaded eraser lightly over 
the surface of the paper. 

Sam KweEskKIN 

Art Director, Robert Otto & Co., 

New York 





Window Displays 


Sponsored by Paper Stationery & Tab- 
let Mfrs. Assn. Inc., 444 Madison Av., 
New York 22. Open to all retailers dis- 
playing posters, stationery, and other 
related items during National Letter 
Writing Week, Oct. 4 to 10. Each dis- 
play must include at least one official 
poster. Each entry must include a 
photograph (5x7” or larger) of the win- 
dow display and a brief description of 
the display’s effectiveness. 

Closes Nov. 10, 1959 


Building Promotions 

Sponsored by The Practical Builder, 5 
S. Wabash, Chicago. Competition is di- 
vided into 3 groups open to anyone ac- 
tively engaged in the building and sell- 
ing of homes in 1959, except “Oscar” 
winners of the 1958 competition and em- 
ployes of Industrial Publications Ine. 
Each entry must include a display of 
samples of all promotional materials, 
and a statement describing the program. 

Closes Nov. 30, 1959 


LPNA Offset Awards 


Sponsored by Lithographers & Printers 
Natl. Assn., 597 Fifth Av., New York 17. 
Open to advertisers, agencies, designers 
and artists for outstanding offset-lithog- 
ee gag between Jan. 1 and 
Dec. 31, 1959, in the United States and 
Coie The competition has been ex- 
panded to 51 categories. Entry fee for 
LPNA members is $5; $10 for all other 
entrants, including non-member lithog- 
raphers, advertisers, agencies, designers, 
etc. Material submitted by brokers is 
ineligible. 


Closes Jan. 18, 1960 


NVPA Awards 


Sponsored by Natl. Visual Presentation 
Assn. & Sales Executives Club. Open to 
all segments of the visual communications 
field for the best motion picture, slidefilm, 
and graphics. Categories include employe 
training, employe relations, public rela- 
tions—educational, sales training, sales 
promotion and point-of-sale. Two awards 
will be made in each of the three cate- 
gories in each classification. Entry forms 
can be obtained from Day-of-Visuals 
Committee, Natl. Visual Presentation 


Assn., 19 W. 44th St., New York 36. 
Closes Feb. 15, 1960 


Car Card Awards 


Sponsored by Natl. Assn. of Transporta- 
tion Advertising Inc., 10 E. 43rd St.. 
New York 17. Monthly competition 
open to advertisers, agencies and graph- 
ic arts leaders for best car card of the 
month. Winning entry will be picked 
from a different city each month from 
among car cards submitted by NATA 
members, agencies and _ advertisers 
throughout the country. Best of monthly 
winners will receive award for the out- 
standing car card of the year. 


Cleses monthly 


HERE'S { /_ 
ADVERTI PLUS! 
at Low eos: 


METAL SIGNS 


e ROADSIDE 
e@ POINT - OF - PURCHASE 





Size overall, 14’x20’. Bottle 14° high. 
Silk screened in 8 colors on 24 gauge 
steel. Mounted on wood back-frame. 
Bottle and copy ‘Scotchlited’ 


APPLIANCES 


DEALERS NAME 


DEALERS ADDRESS 


Size, 3’x5’, silk screened in 3 colors 
on 20 ga. steel. Mounted back to 
back on metal posts. Imprint panel, 
size 18" x 48” 


SILK SCREENED IN 
GRACE LONGER-LASTING 
PAINT ENAMELS ON 
STEEL OR ALUMINUM 


GRACE Signs are more than just signs. 
They feature modern creative design- 
ing with high advertising sales impact 
-- all at low cost! And they're quality 
built to tell-and-sell year after year! 
Plain or reflectorized, as you prefer. 
They're real stoppers! 


SEND NOW... FOR COMPLETE INFORMATION! 


SIGN & MFG. CO. 
3601 S$. SECOND ST. 
oe St a ee GRACE ST. LOUIS 18, MO. 


TREATMENT 


EO cutanee 


Wit. Quillo Adplobite 
On Arcitate Slhedti 


hide wit 2 odou Flee 


Get FREE catalog at Art Supply Store or write 
ADVERTISING AIDS CO. 57 SOUTH 4a" ST. 


Minneapolis 1, Minnesota 


THIS ENTIRE AD SET IN 


| Quillo 


FHAIMNID Let TTERED 


ALPHABETS 
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$ Here's the ideal point-of-sale 


display that, more than any other, 
makes customers stop ,; . look... 
and buy. Used by America’s biggest 
and smartest merchandisers to take 
advantage of the most vital (and 
lowest cost) advertising medium of 
all... the store’s wall! And, Where 
There Is A Wall There’s A Way! 


© FREE Booklet of impressive-Sell Ideas 
© FREE Sketches Submitted 
* Amazing Low Prices 


HOLLYWOOD BANNERS 


116 East 32nd Street * New York 16,N. Y 
Telephone: OR 9-4790 


Remember, you want the finest in 
fluorescence —ask for it by name 


Vena 


COLOR CARD . .. for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


15 
RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers * cardboards « silk screen colors « bulletin colors 
coated fabrics + water colors * qwik-spray colors 
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for ADMEN 


© How to Outsell the Born Sales- 
man, by William W. Frank & 
Charles L. Lapp; The Macmillan Co., 
New York, 226 pages, $4.50 . . . This 
book is aimed at the professional 
salesman, and gives practical sug- 
gestions for improving his sales rec- 
ord. While advertising people are 
not directly on the selling line, they 
are usually right behind the sales- 
man, giving him support. And all of 
us have to sell, if not a product, at 
least our ideas, our programs. 

This book has many suggestions 
which can be adapted to these “non- 
selling” activities. It is well-organ- 
ized and easy to read. 


© Effective Communication in Com- 
pany Publications, by C. J. Dover; 
Bureau of National Affairs, Wash- 
ington, 365 pages, $14.75 . . . This 
large-page, looseleaf manual is one 
of the most complete guides to the 
editorial planning of company pub- 
lications that has yet come across 
this desk. 

The author has had long experi- 
ence with the General Electric Co., 
but the book is not limited to that 
one company for its examples and 
illustrations. Mr. Dover has drawn 
upon the experience of many or- 
ganizations in putting together this 
useful volume. 

In successive sections, the author 
discusses the role of communica- 
tion as a management tool, the 
problems of handling controversial 
subjects, the editorial tasks, and 
evaluating a publication. To back 
up his points, he gives no less than 
51 capsule case histories, dropped 
into the format where they help 
most to illustrate how an idea can 
be carried out. 

While the emphasis is on internal 
publications, most of what Mr. 
Dover says is equally applicable to 
externals. 


© How to Work with Mailing List 
Brokers, by members of the Natl. 
Council of Mailing List Brokers; 
available from Direct Mail Adver- 
tising Assn., New York, 32 pages, 
$5 to non-members of the DMAA 
. . . The preface of this book puts 
its importance very concisely: “Pic- 
ture direct mail as a triangle. Into 


its structure must go three ele- 
ments. Forming the two sides are 
the product and the offer. The base 
upon which they rest is the mail- 
ing list.” 

The compilers of this book are 
experts in supplying to all users the 
lists that will bring most effective 
results for them. They have directed 
it to those advertisers who sell 
products or ideas by mail. Succes- 
sive sections discuss how to find 
a list, what kinds of lists there are, 
the function of list brokers, and 
how to get the most from brokers’ 
services. 

A list of the members of the 
Council is included. 


@ They See What You Mean, by 
Ozalid Audio-Visual Department; 
published by Ozalid, a division of 
General Aniline & Film Corp., 
Johnson City, N. Y., 88 pages, $3.75 
... This training manual is a guide 
to that versatile audio-visual tool, 
the overhead transparency projec- 
tor. Well illustrated, it explains how 
to use the projector, plus tech- 
niques for making projection mate- 
rials for it. 

The emphasis is on the use of 
Ozalid products, but many of its 
suggestions are equally applicable 
to other techniques. 


@ Picture Sources, an introductory 
list, edited by Helen Faye; Special 
Libraries Assn., 31 E. 10th St., New 
York, 115 pages, $3.50 . . . The Spe- 
cial Libraries Assn. has done the 
harassed art director or advertising 
man a notable service by collecting, 
in one volume, the names, addresses 
and telephone numbers of 398 
photograph collections, along with 
brief descriptions of what they con- 
tain, and how you can obtain them. 

Picture sources, the preface states, 
are grouped according to their chief 
subject area. Included in each sec- 
tion are suggestions towards re- 
search in this subject area, and a 
list of picture-finding tools. 

A subject index will help find the 
collections that have pictures on any 
particular subject. 

Among the interesting facts 
gleaned from thumbing through this 
useful reference volume is that the 
National Archives’ Still Picture 
Branch has approximately 34% mil- 
lion items, including 6,000 original 
Mathew Brady glass negatives of 
the Civil War; that the Foul Anchor 
Archives specializes in photographs 
and old prints on piracy going back 
to the 16th century; that there is a 
specialized collection with nothing 
but children in their natural en- 
vironments. 
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= k= PENN/BRITE OFFSI 


George Giusti has 

1a free-lance designer 

more than twenty years 

hat time his work has 

nedals and 

awards from the 

Art Directors Clubs of 
a 

And in 1958 he was 

med Art Director of 

Year by the National 


»f Art Directors 


New York and Penn commissioned 
designer George Giusti 

to create this insert, and 

to incorporate in it practically 
all the demands on the 
printability of paper which 
could be encountered. See for 
yourself how faithfully 
Penn/Brite Offset has repro 
duced each of his design 
elements... how well it passed 
his “torture test.” Penn/Brite« 
Offset is the white, bright, 
value sheet that comes 

to you moisturized 

and double-wrapped 

Write for new, complimentary 
swatch book and the name 

of your nearest distributor 
New York & Pennsylvania Co 
125 Park Avenue, 


New York 22, New York 


YORK AND PENN Pulp and Paper Manufacturers 





Conventions 


All meetings listed here are annual O 


conventions, unless otherwise described. 


OCTOBER 


25-28 ... Natl. Flexible Packaging Assn., 
Greenbrier, White Sulphur Springs, W. 
Va. 


30-Nov. 1... . Screen Process Printing | 
Assn., Statler Hilton, New York 

NOVEMBER | 
2-4 . . . Broadcasters’ Promotion Assn.., 
Warwick, Philadelphia 


3-5 ... Eighth Canadian Natl. Packaging 
Exposition, Packaging Assn. of Canada, 
Automotive Bldg., Exhibition Grounds, 


| & 
Toronto 
16-18 . . . Packaging Institute, Natl. Pack- 
aging Forum, Statler, New York 


17-20 . . . Packaging Machinery Mfrs. 
Institute Show, Coliseum, New York 


18-21 . . . Natl. Assn. of Photo-Li- | nM 
thographers, Muehlebach, Kansas City, Mo. | 


DECEMBER 14 to 66 point 


6-10 . . . Spring Market Week, National 
Assn. of Display Industries, Trade Show other sizes available soon 
Building, New York 





1960 
For full information write to: 


JANUARY BAUER ALPHABETS, INC. 


6-8 . . . Special Packaging Conference, 235 EAST 45TH STREET, NEW YORK 17, N. Y. 


American Management Assn., Roosevelt, OXford 7-1797-8-9 
New York 


20-22 .. . Research & Development Con- 
ference, American Management Assn., 


Roosevelt, New York 
FEBRUARY 


1-3 . . . Motion Picture Workshop, The 
Calvin Co., Kansas City, Mo. 


4-5 .. . Flexographic Technical Assn., 
Palmer House, Chicago 


24-26 .. . Marketing Conference, Ameri- 
can Management Assn., Roosevelt, New 


York 


MARCH 


2-4 . . . Gravure Technical Assn., Com- | | 8 i 4 cl ] ' 1s more than 


modore, New York 7 eS 14 . 

Oe ia han i | A . ee. just a word 
4-7 .. . Advertising Specialty Guild, Con- a 5 
rad Hilton, Chicago ay hae : — we 4 at Lake Shore 
5-8 ... Natl. Assn. of Photo-Lithograph- | , ; : , 
ers, Conrad Hilton, Chicago ...il’s people in action, giving you the 
6-9 . . . National Electric Sign Assn., | fi nest service available anywhere 
Ambassador, Los Angeles | of on these services you need: 


28-30 . . . Advertising Essentials and | 
National Sales Aids Show, Advertising 3M PRE-MADEREADY ELECTROTYPES 


Trades Institute, Biltmore, New York REILLYTYPES - REILLY PLASTICTYPES 

R.0.P. COLOR NEWSPAPER MATS 
APRIL SEeley 8-1010 ENGRAVING SERVICE DEPARTMENT 
4-7 ... Natl. Premium Exposition, Pre- 


a Sens Assn. of America, Navy LAKE SHORE ELECTROTYPE DIVISION « 1224 W. Van Buren « Chicago 7, Ill. 
1er, 1cago 


4-8 ... National Packaging Exposition, 
Convention Hall, Atlantic City 
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ANY LETTER LOOKS BETTER ON PLOVER BOND 
A is for Air. Pure air, for fine papermaking. And since pure air is essential to production, even the 
location of the Whiting-Plover mill contributes to the visibly better quality of PLover Bono. (As do 
select raw materials and water from Whiting Springs—the purest papermaking water in the world.) 


Far from the dirt and soot of the city, PLover Bonp is carried through filtered, heated air... from 


which it emerges a virginal white, with distinctive cockle finish...to produce superior letterheads. 


Whiting- Pua ER Paper Company * Stevens Point, Wisconsin 


the visibly better letterhead paper 


BETTER PAPERS ARE MADE WITH COTTON FIBER 
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Organize Your 
Own Desk-Drawer File 


By Edward Michals 
Advertising and Sales 
Promotion Manager 
Armour Chemical Division 
Chicago 


If you have a clean desk most of 
the time, you’re either a good or- 
ganization man, or else you don’t 
have much to do. But since you’re 
in advertising, you’re more than 
likely trying to juggle four or five 
hot items at one time. So maybe you 
think you better keep this and that 
in the IN box, or on the desk, so 
you can find it in a hurry when the 
boss beckons or the phone jangles. 

What starts out as “here just a 
minute ago” finally shows up after 
six or seven minutes of frantic and 
frustrating searching. 

Here, fraternity brothers, is how I 
organize my work-a-day desk draw- 
er so I can keep on top of the heap 
and retain my sanity. It isn’t that 
I don’t trust my secretary’s filing 
system, it’s just that she’s not al- 
ways at her desk, or maybe I don’t 
have the minute or two to explain 
what I want immediately. 

Along with the main classifica- 
tions, I describe the odd ends that 
make up the particular section. 
Yours may vary somewhat, but this 
should fall in place. 


1. Follow-up Jobs. . This is about 
the liveliest file in the desk drawer. 
It ought to contain folders for each 
job in work, with its reference ma- 
terial, copy, and rough layout. Cor- 
respondence to be dictated, and 
perhaps carbons of important letters 
you will want handy. If you have 
weekly meetings with your boss, 
you'll need to keep a file close-by 
for tossing in items or notes for 
discussion. 
The individual folders might look 

like this: 

1. Direct mail in work 

2. Sales brochures in work 

3. Miscellaneous matters 

4. Weekly meeting 


2. Sales Promotion Material . . 
Since most of your time will prob- 
ably be devoted to sales promotion 
material, have at hand what it takes 
to keep up with the deadlines. For 
instance: All the bids are in, whom 
do you call to get the job in work? 
Who was it that sold that novel 
premium? How can you remember 
what it cost for giant stats? 

You may want to use the same 
paper stock that was used on a 
smart mailing piece you recently 
received. And what color sample 
book has got all the off-shades, in 
tints, reverses, and overprinting? 


November 1959 + @ + 29 





Save those unusual mailers, ads, or 
whatever, so you can later supply 
your own color swatch. See an in- 
teresting die cut, use of an attached 
reply card? There’s no copyright on 
that. 

What about your etch-proofs of 
logos, trademarks, product listings, 
sales offices? Why pay for resetting 
that each time you need it? 

Stack up the sales promotion ma- 
terial thusly: 

- Job quotations 

. Service supplier sources 

. Suppliers’ price lists 

. Interesting printing 
color samples 

. Ideas for possible adaptation 

. Re-usable etch proofs 


and/or 


3. Ad Agency Relations . . Agen- 
cy personnel being so busy, they 
phone at all hours, needing quick 
answers. They'll want an explana- 
tion on the copy information you 
sent them, or they’ll want to know 
how the copy they wrote is holding 
up down there. 

Who said we won’t use that type- 
face? When are we going to get to- 
gether to discuss the new series of 
ads? When does that publication 
close? What’s the dope on that new 
vertical book? Reach from your 
chair, thank you. 

The agency may be keeping a file 
similar to this suggested one: 

1. Information submitted 
. Copy returned for approval 
. Contact reports 


. Ad schedules 
. Media under current consider- 
ation 


2 
3 
4. Current correspondence 
5 
6 


4. Budgets . . If you have access 
to periodic sales figures, and you 
should have, you can see where ad- 
vertising and promotion is helping 
or needs special emphasis. Of course 
you should have a good up-to-the- 
date idea of how much you have 
spent on ads and promotions, and 
how much you have left, without 
having to ask Disbursing. 
So it follows: 
1. Sales budgets 
2. Advertising and promotion 


5. Information Reference . . If 
you keep handy some background 
information on your products, you 
can write better promotion pieces 
and help the agency write better 
ads. It always beats having to de- 
pend on sales or technical people to 
tell you everything there is to know 
about the products. 

Do you have to check many dif- 
“rent product labels for accuracy 

- tinting information? How about 

~24correspondence and 
‘ November 1950 


a 


memos pertinent to trade names, or 
copyrights? 

What could be more helpful to an 
advertising man than the little 
helps, checkpoints, or outlines on 
“how to”—provided they are con- 
venient for reference? 


to the sliding desk-board of your 
desk a master sheet. This will out- 
line your filing set-up and should, 
naturally, agree with your file fold- 
ers. It’s easier to refer to a type- 
written sheet for something than 
to thumb through a stack of folders. 


1. Main line products 

2. Secondary line products 
3. Labeling 

4. Trade names 

5. Advertising suggestions 
6. Sales promotion hints 


> To make this handy-dandy filing 
system function smoothly, paste on- 


Be sure each folder tab contains 
the class numeral of the main sec- 
tion as well as the individual folder 
number so you can toss it back into 
its place without hesitancy. 

To paraphrase an old saying I just 
made up for the occasion, “A well 
organized desk drawer is tanta- 
mount to a well organized mind.” 44 


A Classification System for Your 


Desk Drawer 


1. Follow-up Jobs 


1. 
2. 
3. 
a 
5. 


Direct mail in work 
Sales Brochures in work 
Miscellaneous matters 
Weekly meeting 


2. Sales Promotion Material 


1. 
2. 
3. 
a 
5. 
6. 
7. 


Job quotations 

Service supplier sources 

Suppliers’ price lists 

Interesting printing and/or color samples 
ideas for possible adaptation 

Re-usable etch proofs 


3. Ad Agency Relations 


1. 
2. 
3. 
a 
5. 


6. 
7. 


Information submitted 

Copy returned for approval 
Contact reports 

Current correspondence 

Ad schedules 

Media under current consideration 


4. Budgets 


Se 
2. 
3. 


Sales budgets 
Advertising and promotion 


5. Information Reference 


1. 
2. 
3. 
4. 
5. 
6. 
7. 


Main line products 
Secondary line products 
Labeling 

Trade names 
Advertising suggestions 
Sales promotion hints 


These classifications, suggested by the author, have been 
set large enough for you to cut out and paste on the tabs 
of file folders. The blank numbers may be used for classifica- 
tions added for your particular needs. 





.. the latest addition to 


our family of Quality products 


MEYERCORD RI-MARK Fins 
* 


DRI-MARK ... is Meyercord’s newly perfected, custom-processed 
line of PRESSURE SENSITIVE signs and trade marks developed 
specifically for the requirements of durable Truck Signs, Window 
Signs, Nameplates, and Product Markings for indoor and outdoor 
use on both light and heavy equipment. 


These startling new films include: 


RI-MARK DRI- ARK 
* INYL he 


Chrome-bright mirrorized film (1 mil and 3 mil) 


These high tensile strength PRESSURE SENSITIVE 
films and laminates give the greatest possible latitude 
and flexibility to the Meyercord line of products, 
adaptable to all of your sign needs. 

DRI-MARK Decals are processed with Meyercord’s 
own exclusive PRESSURE SENSITIVE adhesive— 
another development of the firm that for 64 years has 


ve 


Now. 


me CLEAR MyLar® (1 mil and 3 mil) 


maintained the world’s undisputed leadership in de- 
velopment and manufacture of Decal products. 

Meyercord’s in-plant Research, Art, Production and 
Service facilities assure the most careful processing 
and quality control. 


Remember, when it’s DRI-MARK it’s MEY ERCORD! 


ub MEYeRcorn COLORGARD 70 


. - all Meyercord DRI-MARK films are protected by COLORGARD 70... 


Meyercord’s exclusive laboratory-developed and perfected clear top coat—the 
toughest, most durable coat yet produced for the Decal and transferable film 
industry. Thoroughly tested! Two years in actual use! 


Whatever your sign needs, you owe it to yourself to 
investigate Meyercord’s complete line of products. Our 
factory trained representatives will be glad to assist you 
in the proper selection of markings for any particular 
requirement. 


the MEYERCORD co. 


World's Leading Designers and Manufacturers of Decalcomania 
Dept. V-207 5323 West Lake Street, Chicago 44, Illinois 


SS SSS SSS SSS SSS SSS SSS eaaanag ns 
CHECK AND MAIL COUPON 
. . with company letterhead, please 

THE MEYERCORD CO. 

Dept. V-207, 5323 West Lake Street, Chicago 44, Illinois 

We are interested in the following: (please check) 
[_] Point-of-Sale signs {-] Nameplates and product markings 
(_] Truck signs and lettering [_] (others) ———_________ 


Nome 
Firm Name. 


Addres 


a Stote. 
Se SSS SS SSS SSS eee eeanaanacean 
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Fred Steffen, a vigorous draftsman and stylist 
innovator, has contributed to the editorial and 
A tamous voice teacher heard Caruso singing in a hotel room, and was not advertising pages of many national magazins 
impressed. That evening, he heard him sing the same arias, before a packed 


respectful house at the Metropolitan Opera, and was overwhelmed. This is one of a series of advertisements, devel 


It's the same with national advertising. Whatever the merit of the advertise oped in collaboration with artists and photog- 
" raphers who design and illustrate for magazines 
ment in copy, layout, and type proof, its power depends finally upon the and national advertising, which express our ap 
stage where it appears before a national audience. preciation of America's national magazines < 
The basic value of America's national magazines is that they provide basic media of advertising. For more than 
3 quarter century our contributions have beer 
“ . lite | 3 sad enect f . . ce of 
a worthy stage of editorial value and reader respect for the genius o technical... fine photo-engravings made for 
American advertising. The selling power of a national magazine advertise- many of America's leading advertisers, agencies, 
ment is supported by a full cast of editorial features and by an audience, ind publishers. This experience has given us an 
: insight, here placed on public record, into the 
often many years in depth, who respect the magazine as opera goers 


values of magazines in American life and ad- 
respect the traditions of the Metropolitan. vertising 


COLLINS, MILLER & HUTCHINGS, INC. 


America's finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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Continuous Crowds . 


. . For ten hours a day, for eight days, the 
traffic was heavy at the Coliseum, in spite of the shirt-sleeve 


weather. This picture, as well as the one on page 40, was 
printed with a Dycril plate made especially for AR by DuPont. 


What’s New in the 


By Robert B. Konikow 
AR Managing Editor 


If you, as a printing buyer, were 
expecting revolutionary change to 
come out of the 7th Educational 
Graphics Arts Exposition, held in 
New York’s Coliseum during Labor 
Day week, you had better read no 
further. But what did come out of a 
very busy week is a feeling that the 
printing buyer is indeed a for- 
tunate man to have so many people 
working to make his job easier, so 
much money being spent on the 
development of new and better ways 
of reproducing an image on paper 
in quantity. : 

This is the consensus of AR staff 
members who visited the Exposi- 
tion at the Coliseum, Spectra at the 
Trade Show Building, attended ses- 
sions of the dozen or so national 
conventions which met in New York 
during the week, and talked to 


Graphic Arts 


The progress of printing has been marked by spectacular 
expositions, of which the latest was held in New York Labor 
Day week. Here is what it means to printing buyers. 


hundreds of technical people, sales- 
men, buyers and producers of print- 
ing and printing products. 


> This was the first such show held 
since 1950, and from any angle from 
which you approach it, it was a suc- 
cess. Sponsored by a combination of 
the two leading organizations in the 
industry—Printing Industry of 
America and the International As- 
sociation of Printing House Crafts- 
men—with a board of directors 
representing all facets of the indus- 
try, it had little trouble in filling 
up its space. Actually, it was sold 
out early, and there were enough 
disappointed manufacturers to make 
possible a second exposition, Spec- 
tra, which was of substantial size 
itself. 

It was directed primarily at the 
printers, and more than 100,000 of 
them came to New York, both for 
the show and to attend one or more 


of the dozen or so meetings of na- 
tional associations which were held 
during the exposition period. Each 
morning was devoted to sessions, 
both business and technical, and 
the afternoons and evenings were 
generally open for visiting the ex- 
hibits. Around each piece of equip- 
ment, many of which were operat- 
ing, were clustered small groups of 
visitors. And from opening until 
closing, there seemed to be no let 
up in the steady flow of observers 
and questioners. 


> One conclusion from the week is 
the complexity of the graphics arts 
industry, and its natural resistance 
to rapid change. Its very construc- 
tion makes it difficult for new and 
revolutionary thinking to be ac- 
cepted, or to produce an immediate 
change in the traditional ways of 
doing things. 

There are a great many elements 
that enter into the long process of 
producing printed materials. Paper, 
ink, rollers, cameras, art materials, 
composition, plate making equip- 
ment, presses, all have an important 
part to play. Together they form a 
complete system. But rarely are 
they designed as a system. Most 
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When paper passes through the 
press, the printer rides a three 
horse chariot—paper, ink, and 
rollers—each coming from a dif- 
ferent supplier, yet bearing a 
frightening relationship to the 
other. Although each should be 
tailored to the other, in the ma- 
jority of cases these suppliers are 
not even acquainted, and the print- 
er is left to fit square pegs into 
round holes. 

Edward J. Triebe 
Executive Vice President 
Kingsport Press 
Kingsport, Tenn. 


manufacturers are directly con- 
cerned with only one of these 
phases. Any research they conduct 
must be within the limitations of 
other people’s equipment, used at 
the same time, or before or after in 
the printing process. 

Development is further slowed by 
the existence, in the field, of a sub- 
stantial investment in heavy equip- 
ment, which no printer or other 
concern would like to see a total 
loss. At the same time, the neces- 
sary skills must also be available. 

All of these factors lead to the 
conclusion that new developments 
have a habit of taking a long time 
to get down to the level of the ulti- 
mate user, and that most develop- 
ments will not vary too much from 
the pattern set by the old ones. 


> As an example of the directions 
in which development can go, it is 
apt to examine the photocomposi- 
tion machines on display at the Ex- 
position, which were attracting great 
interest. The basic machines ca- 
pable of setting body copy on film 
have already been described in 
some detail in ApvertTistInc ReE- 
QUIREMENTS, most recently in our 
issue of February, 1959. In their 
latest models, all were on display. 

Of the five pieces of equipment, 
two—Intertype’s Fotosetter and 
Monotype’s Monophoto—are the hot 
metal machines familiar to com- 
positors, but using photographic 
matrices rather than metal ones. The 
machines—hot metal and photo- 
graphic—look alike; their operation 
and maintenance are somewhat sim- 
ilar. An operator used to one would 
have no difficulty getting used to 
the other. 

The Photon machine and Mergen- 
thaler’s Linofilm, on the other hand, 
do not look like the traditional type- 
setting machines. They have key- 
boards, of course, but they are more 
like typewriters. This is also true of 
ATF’s Typesetter. All of them have 
approached the problem of typeset- 
ting directly, using photographic 
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thinking. They vary in many ways 
—fonts available, sizes, and so on— 
but they are alike in being basically 
a photographic device. 


> Linofilm, in particular, seemed to 
create great interest among the vis- 
itors to the exposition. A working 
model was set up on the floor, and 
it was almost steadily surrounded. 
Especially useful for setting adver- 
tising copy, the machine first makes 
a negative, with a type of a single 
size, arranged line after line. After 
this is developed, the tissue layout 
of an ad is placed against a ground 
glass, and each line is projected in 
the correct size and position, fol- 
lowing the tissue. Once it is in the 
right place, it can be transferred to 
a sheet of film, and the next line po- 
sitioned. 

The machine permits a great deal 
of flexibility in layout. The letters 
can be projected to any desired 
size, and not confined to specific 
point measures. It is also fairly sim- 
ple to overlap lines, tilt or stagger 


I believe that phototypesetting is 
here to stay; that its use will in- 
evitably increase; that through 
constant use it will open up many 
new markets for its product, and 
that the printer who sits on the 
fence will in the long run be the 
loser. 

Alexander Lawson 

Coordinator of Letterpress Courses 

Rochester Institute of Technology 


them, and to do other ingenious 
tricks at low cost. 

While Linofilm has been discussed 
a good deal, and looked forward to 
with great interest, it has hitherto 
not been made available for general 
purchase. A few machines have 
seen use in the field, but these have 
been primarily in the field-test 
stage. Now, however, Mergenthaler 
is willing to book future orders. The 
machine on exhibit is destined for 
a specific installation at the end of 
the show. 


> While most of the display cold- 
type processes, described in some 
detail in ApverTIsING REQUIREMENTS 
for July, were on display at one or 
the other of the exposition, the only 
new device was a German import 
which adapted an interesting new 
principle, but there is some doubt 
whether it is practical enough to 
find a permanent niche in the 
American market. 

This mechanism looks very much 
like the enlarger so familiar to 
amateur photographers, and the 
projection head has space for hold- 
ing a negative of a complete font of 


letters. The first letter of a headline 
is projected on the work surface, 
which is covered with a fluorescent 
material. When it is properly po- 
sitioned and sized, the image is 
captured on a piece of film. 

In the meantime, the letter re- 
mains glowing the familiar green 
on the fluorescent work surface. The 
next letter is then projected, and 
positioned in relation to the first. 
Its image is pink, and transitory. 
Once its position has been decided, 
it is transferred to film and at the 
same time, it is impressed on the 
fluorescent surface in green. These 
images remain about 30 minutes, so 
the entire headline is visible, and 
you can see just how you have 
placed the preceding letters. Spac- 
ing, overlapping, sizing are all vari- 
ables that can be controlled by the 
operator. The device, called Letter- 
phot, is manufactured by Letterphot, 
Kowalsky & Co., Munich, Germany, 
who has not as yet arranged for 
American distribution. 


> Moving on to plates, one center of 
attraction and interest at the expo- 
sition was the photopolymer plates 
being introduced by duPont under 
the Dycril trade name. In duPont’s 
own booth, finished plates were 
shown, as well as the steps required 
to produce them in any of the five 
types in which they are currently 
available. In addition, duPont took 
the occasion of the show to an- 
nounce that the number of commer- 
cial engravers now equipped to pro- 
duce the plates had grown to seven. 

Two pieces of literature were 
available at the show, and may be 
obtained from du Pont’s Photo 
Products Department, Wilmington 
98. One is “Progress Report No. 
4” which gives the history of the 
photopolymer printing plates and 
how they are handled and pro- 
duced. The other lists trade shops 
currently producing Dycril plates 
and manufacturers of available 
equipment. 

Many of the presses on the show 
floor were using Dycril plates, in- 
cluding the new Heidelberg two- 
color presses, Harris’ new wrap- 


To me, the really big news of the 
letterpress industry is the activity 
and the success surrounding the 
powderless etch processes, the plas- 
tic plates and the wrap-around 
presses. Here is the area where 
letterpress for the entire industry 
has an opportunity to start a re- 
birth and gain not equalled in any 
of its periods of growth. 

Dr. Marvin C. Rogers 
Graphic Arts Management Consultant 
Flossmoor, Ill. 





THE NORTHWEST PAPER COMPANY MILLS AT CLOQUET AND BRAINERD, MINNESOTA 


Northwest ‘le Pedigreed 


always make good printing better 





NORTHWEST 


PEDIGREED PAPERS 


Some of the nation's highest quality 
printing and writing papers are produced 
in these mills and are available through 
leading merchants most everywhere. 


The Northwest Paper Company mill at Cloquet, Minnesota 


The Northwest Paper Company mill at Brainerd, Minnesota 


THE NORTHWEST PAPER COMPANY 
CLOQUET, MINNESOTA 


PRINTING PAPERS 


Northwest Ultrawhite Opaque 

Northwest Velopaque Text 

Northwest Velopaque Cover 

Mountie Text 

Mountie Offset: 
Regular—Antique Wove—Embossed 

North Star Offset 

Northwest Bond 

Northwest Ledger 

Northwest Mimeo Bond 

Northwest Duplicator 

Northwest Index Bristol 

Northwest Post Card 

Mountie E. F. Book 

Mountie Eggshell Book 

Mountie E. F. Label 

Mountie E. F. Litho Label 

Carlton Bond 

Carlton Mimeograph 

Carlton Ledger 

Carlton Duplicator 

North Star Writing 

Non-Fading Poster 

Map Bond 


ENVELOPE PAPERS 


Mountie 
Northwest 
Nortex White 
Nortex Buff 
Nortex Gray 
Nortex Ivory 
Carlton 


CONVERTING PAPERS 


Papeteries 
Drawing 

Adding Machine 
Register 

Lining 

Gumming 

Coating Raw Stock 
Cup Paper 

Tablet 


thographed upon Regular MOUNTIE OFFSET 


Pound 





I see, in the future, continuous- 
tone printing by the lithographic 
process. Collotype comes very, very 
close and is widely used, especially 
in the field of art reproduction. 
But attempts to apply the conven- 
tional lithographic process to this 
kind of work have not succeeded as 
yet. 

Here again, let me point out 
that this isn’t just a vision. At our 
lab we have made successful ex- 
perimental full-color plates and 
run them. However, the techniques 
require such extremely critical 
handling as to make them imprac- 
tical, at this time, in normal plant 
operation. 

Charles Shapiro 
Educational Director 
Lithographic Technical Foundation 


around letterpress, and ATF’s Chief 
20, a dry-offset press. 


> Attracting almost as much atten- 
tion was a surprise product intro- 
duced by Mergenthaler at the ex- 
position for the first time. This was 
a nylon plate which, for simplicity 
of handling and ease of production, 
may be hard to beat. It was so new 
that even the exhibit designers, it 
is reported, didn’t know about it. 
They were merely told to keep a 
certain area open for a new prod- 
uct. As a matter of fact, no attempt 
was made to embellish the display 
with a background. It was a simple 
table behind which a demonstrator 
stood, making a plate in full view of 
the audience, while another repre- 
sentative of the company went 
through a running explanation. 

In the demonstration a_ small 
plate, about 4x5’, was produced. 
The first step is to make a contact 
exposure with a standard negative, 
using a standard arc-light unit. The 
plate is then developed in a single 
solution, in full daylight. The dem- 
onstrator used an ordinary glass 
tray for this process. 

Next the plate, mounted on a 
handling block, was rubbed on a 
large velvet pad saturated with a 
special solution. This took one min- 
ute, after which the plate was dried 
with a home hair-dryer. For dry- 
offset work, the process is complete 
at this step. 

For letterpress, the plate is 
mounted on the same _ handling 
block, face down, and rubbed for 
one minute on a pad saturated with 
the same solution, but of greater 
strength. This is the make-ready 
operation, so that after drying, the 
plate is ready for printing. Light 
and flexible, it can be mounted on 
a flatbed or a cylinder with double- 





“NBB Binders Give us Good 
Looks and Good Mileage” 


states Winston V. Morrow, Jr., Executive Vice President 
AVIS RENT-a-CAR SYSTEM 


Avis rents late model cars and naturally wanted late model 
binders to house their company literature. The choice? The custom- 
designed NBB binder shown. Attractive to the eye, it also resists 
tough handling and wear. 

For your own Manual, Price List or Catalog, you’ll be sure to 
find what you want from many NBB virgin plastic cover materials 
or our conventional covers and in a wealth of decorative treat- 
ments: 3-dimensional applique, silk screening, embossing or stamp- 
ing. Our representative will submit cover designs for your approval. 


asm NATIONAL BLANK Book ComPANy 
Dept. 1011, Holyoke, Massachusetts 
Please send your Nationai Binder folder to help me plan a custom-made 
cover [| Have your representative call (1) 


NAME 
COMPANY... 
oo eee 


CITY 
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% Contact the nearest Consolidated Paper Merchant listed here for complete information or 
free trial sheets to make your own comparison test. His service is outstanding and he carries 
a complete stock of Consolidated Enamel Printing Papers. As a paper expert, you can count on 


his sound advice to save you money and trouble on every job. 


ALABAMA 
Birmingham. . 
Birmingham 
Mobile . . 
ARIZONA 
Phoenix. 
Phoenix 
Phoenix 
Tucson 
Tucson 
ARKANSAS 
Little Rock 
CALIFORNIA 
Fresno... 
Long Beach 
Long Beach 
Los Angeles 
Los Angeles 
Oakland 
Oakland 
Sacramento 
San Bernardino 
San Diego 
San Diego 
San Francisco 
San Francisco 
San Jose 
Stockton 
COLORADO 
Denver 
Pueblo 
CONNECTICUT 
Bridgeport 
Hartford 
Hartford 

New Haven 
New Haven 


; .Graham Paper Co. 
The Whitaker Paper Co. 
The Partin Paper Co. 


Blake, Moffitt & Towne 
Butler Paper Company 
Graham Paper Company 
Blake, Moffitt & Towne 
Graham Paper Company 


Western Newspaper Union 


....Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Sierra Paper Company 
Blake, Moffitt & Towne 
Sierra Paper Company 
Blake, Moffitt & Towne 

Pacific Coast Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Sierra Paper Company 
Blake, Moffitt & Towne 

Pacific Coast Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


Butler Paper Company 
Butler Paper Company 


...,Lott-Merlin, Inc. 
Green & Low Paper Co. 
Henry Lindenmeyr & Sons 
Henry Lindenmeyr & Sons 


Whitney-Anderson Paper Co., Inc. 


DISTRICT OF COLUMBIA 


Washington, D.C. 


FLORIDA 
Jacksonville 
Miami. 
Miami 
Orlando 
Tallahassee 
Tampa.... 
Tampa 
GEORGIA 
Atlanta 
Savannah 
IDAHO 
Boise. 
Idaho Falls 
ILLINOIS 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 
Decatur 
Moline 


R. P. Andrews Paper Co. 


Jacksonville Paper Company 
Everglade Paper Company 
E. C. Palmer & Co., Ltd. 
Central Paper Company 
Paper Company 

E. C. Palmer & Co., Ltd. 
Tampa Paper Company 


The Whitaker Paper Co. 
The Atlantic Paper Company 


Blake, Moffitt & Towne 
American Paper & Supply Co. 


Bradner Smith & Co. 

J. W. Butler Paper Co. 
Marquette — Corp. 

Moser Paper Co. 

The Whitaker Paper Co. 

The Decatur Paper House, Inc. 
Newhouse Paper Company 
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Evansville 
Fort Wayne... 


indianapolis. .... 


indianapolis. . 


Terre Haute. . . 


IOWA 
Cedar Rapids 


Davenport........ 


Des Moines 
Des Moines 
Sioux City 
KANSAS 


KENTUCKY 
Louisville 

Louisville. . 
LOUISIANA 


New Orleans... .. 
New Orleans .. 


Shreveport 
MAINE 
Augusta. . 
Portland. . 
MARYLAND 
Baltimore... . 
Baltimore... . 


.seseeess J. W. Butler Paper Co. 


.....Peoria Paper House, Inc. 
; Irwin Paper Co. 


Butler Paper Company 

... Butler Paper Company 
= Paper Company 
..C. P. Lesh Paper Co. 


_Mid-States Paper Company, Inc. 


J. W. Butler Paper Co. 
....Peterson Paper Co. 
Pratt Paper Company 
Western Newspaper Union 
Western Newspaper Union 


Butler Paper Company 
Graham Paper Co. 


Graham Paper Company 


. .Louisville Paper and Mfg. Co. 


....... Butler Paper Company 
Graham Paper Company 
Western Newspaper Union 


....©. M. Rice Paper Company 
C. M. Rice Paper Company 


.. The Mudge Paper Company 
... The Whitaker P~per Co. 


MASSACHUSETTS 
Boston........ . .Cook-Vivian-Lindenmeyr & Co. 


Springfield 
Worcester 
MICHIGAN 


din i's Vidiac slcuial 


Detroit. . 


Grand Rapids... ... 


. .Whitney-Anderson Paper Co., Inc. 
Butler-Dearden Paper Service, Inc. 


. .Butler Paper Company 


“The Union Paper & Twine Co. 


Central Michigan Paper Co. 


NORTH CAROLINA 


Charlotte 
Raleigh. . . . 


NORTH DAKOTA 


Fargo... 
OHIO 
Akron. 
Akron. 
Cincinnati . 
Cincinnati. . 
Cleveland. 
Cleveland... 
Columbus. . 


Toledo. .. 
Youngstown . 
OKLAHOMA 


Oklahoma City. .. 
Oklahoma City. 


Tulsa... .. ; 
OREGON 
Portland. . 


PENNSYLVANIA 


Bethlehem 
Erie 
Harrisburg 
Philadelphia 
Philadelphia 
Philadelphia 
Pittsburgh. . . 
Pittsburgh. . 
Scranton... 
York 

York 


RHODE ISLAND 


Caskie Paper Co., Inc 
Epes-Fitzgerald Paper Co 
.The Raleigh Paper Co 


Western Newspaper Union 


The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
The Diem & Wing Paper Co. 
The Whitaker Paper Co. 

The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
The Central Ohio Paper Co. 
The Central Ohio Paper Co. 
Paper Merchants, Incorporated 
The Whitaker Paper Co. 


..Graham Paper Company 
Western Newspaper Union 
Beene Paper Company 


Blake, Moffitt & Towne 


Wilcox-Walter-Furlong Paper Co. 


...Daka Paper Company 
The Alling & Cory Company 
Quaker City Paper Co. 

J. L. N. Smythe Co. 


Wilcox-Walter-Furlong Paper Co. 


....General Paper Corp. 
The Whitaker Paper Co. 
Megargee Brothers, Inc. 
The Mudge Paper Company 
Quaker City Paper Co. 


Grand Rapids... .. .Grand Rapids Paper Company 


Providence Cook-Vivian-Lindenmeyr & Co. 
SOUTH CAROLINA 
Columbia 


Epes-Fitzgerald Paper Co. 
SOUTH DAKOTA 


Lansing... 
Owosso 
MINNESOTA 
Duluth... 
Minneapolis 


Minneapolis........ 


Minneapolis. . 
St. Paul 
St. Paul 


MISSOURI 
Kansas City 


North Kansas City 


St. Louis 
St. Louis 
Springfield 
MONTANA 


Ri swdeven es 


Billings 
NEBRASKA 
Lincoln. 
Omaha 
NEVADA 
Reno. 


Concord 

NEW JERSEY 
Hillside 
Newark 
Trenton 

NEW MEXICO 
Albuquerque 
NEW YORK 
Albany.. 
Buffalo 
Buffalo 

New York 


New York... . 
New York 
New York 
New York 
New York 
Rochester 
Syracuse 
Utica... 


Weissinger Paper Co. 
Weissinger Paper Co. 


John Boshart Paper Company 
.... Butler Paper Company 
Newhouse Paper Company 
The Paper Supply Co., Inc. 

Anchor Paper Company 
Newhouse Paper Company 


Graham Paper Company 


Butler Paper Company 
Graham Paper Company 
Butler Paper Company 
Graham Paper Company 
Butler Paper Company 


Western Newspaper Union 
Yellowstone Paper Company 


Western Newspaper Union 
Western Paper Company 


Blake, Moffitt & Towne 

C. M. Rice Paper Company 
Henry Lindenmeyr & Sons 
Central Paper Company 
Central Paper Company 
Butler Paper Company 


W. H. Smith Paper Corp. 
The Alling & Cory Company 


Franklin-Cowan Paper Company 


The Alling & Cory Company— 
Miller & Wright Paper Co. 
Linde-Lathrop Paper Co., Inc. 
Henry Lindenmeyr & Sons 
Majestic Paper Corporation 
Marquardt & Company, Inc. 
he Whitaker Paper Co. 

The Alling & Cory Company 
The Alling & Cory Company 
The Alling & Cory Company 


Sioux Falls 
TENNESSEE 
Chattanooga. . 
Knoxville. . . 
Memphis. ... 
Memphis 
Nashville 
TEXAS 


Abilene........ 


Austin... 
Dallas. . 
Dallas... 

El Paso 

Fort Worth 
Houston 
Houston..... 
Houston 
Lubbock 

San Antonio 
UTAH 
Ogden... 
Salt Lake City 
Salt Lake City 
VIRGINIA 
Lynchburg... 
Norfolk 
Richmond... 
Richmond. . 


WASHINGTON 


Seattle. . 
Seattle 
Spokane. 
Tacoma. . 
Tacoma.... 


WEST VIRGINIA 


Charleston 
WISCONSIN 
Milwaukee 
Milwaukee 
Oshkosh 


Sioux Falls Paper Co. 


Graham Paper Company 
Graham Paper Company 
Graham Paper Company 
Western Newspaper Union 
Graham Paper Company 


Southwestern Paper Company 
Graham Paper Company 
....Graham Paper Company 
Southwestern Paper Company 
Graham Paper Company 
Southwestern Paper Company 
Graham Paper Company 

re E. C. Palmer 
Southwestern Paper Company 
Graham Paper Company 
Graham Paper Company 


American Paper & Supply Co. 
American Paper & Supply Co. 
Western Newspaper Union 


Caskie Paper Company, Inc. 
Epes-Fitzgerald Paper Co. 
Epes-Fitzgerald Paper Co. 


B. W. Wilson Paper Company, Inc. 


Blake, Moffitt & Towne 
West Coast Paper Company 
Blake, Moffitt & Towne 
Allied Paper Company 
Blake, Moffitt & Towne 


Copco Papers, Inc. 
Oshkosh Paper Company 


Standard Paper Company 
Oshkosh Paper Company 


Export Agents - Moller & Rothe, Inc. . New York, U.S.A. 


CONSOLIDATED WATER POWER & PAPER CO. 
National Sales Offices: 
135 South La Salle Street « Chicago 3, Illinois 





POSED BY LOUIS NYE, APPEARING ON THE STEVE ALLEN SHOW, NBC-TV 


How to get a boost in pay... 


(without a sob story) 


Buck up! Just give the boss the cheerful earful that 
paper costs represent about 25% of the average 
printing job—and Consolidated Enamels can save 
him as much as 20% without cutting quality. 


These savings are possible because Consolidated 
specializes in the manufacture of enamel printing 
papers. By using its own modern methods, 
Consolidated eliminates several costly manufactur- 
ing steps while maintaining finest quality. 


THE PAYOFF! Ask your Consolidated Paper Mer- 
chant for free trial sheets. Have your printer 
make a test run to compare performance, quality, 
costs. Then let the boss see the happy results. 


Available only through your Consolidated Paper Merchant 


oncotedated 
A COMPLETE LINE FOR OFFSET AND LETTERPRESS PRINTING 
Consolidated Water Power & Paper Co. + National Sales Offices: 135 S. LaSalle St., Chicago 3, It, 


World’s largest specialist in enamel printing papers 


enamel 
printing 
papers 
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faced tape. The whole process takes 
about 10 minutes. 


> Many engravers are looking sus- 
piciously at the new synthetic plates. 
Part of this, of course, is rationaliza- 
tion, for if plate-making becomes 
too simple, printers will start doing 
their own work. But the engravers 
make some points of great validity. 
Cost is one of them. Mergenthaler 
gives a rough figure of $5 per square 
foot; du Pont estimates Dycril’s 
present cost at $10. Both these fig- 
ures are substantially higher than 
the cost of metals, but the cost of 
the whole process is what counts, 
and lower labor costs are taken for 
granted for the new plates. The big 
question is whether they are enough 
lower to make up the difference. 

But a more important question is 
one of quality. Engravers place high 
regard on their ability to get good 
engravings from less than top grade 
copy. Hand etching and other cor- 
rective treatments can upgrade the 
final result. This is not yet possible 
with the plastic plates. Can a cor- 
rected area be stripped in? Or is a 
new negative and a completely new 
plate required? And what will this 
do to the cost picture? 


> But the flexible plates are here, 
whether plastic or metal or com- 
binations, and the manufacturers of 
printing presses are getting ready 
to handle them. In particular, the 
small rotary letterpress is now be- 
coming available. 

Operating at the show was the 
new Harris wrap-around letterpress, 
shown to the industry for the first 
time, although it had been talked 
about for some time. 

The great advantage of a rotary 
press is speed, and this has always 
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been one of the plusses of offset. 
Its disadvantage has been the high 
cost of making a curved plate to fit 
the cylinders. So while long-run 
jobs, like newspapers, have long 
been printed on rotary letterpresses, 
the cost of plates has stood in the 
way of using such presses for small- 
er jobs. The flexible plate, whether 
of plastic or metal, has made a 
wrap-around letterpress practical. 

But once again, do not expect the 
wrap-around, rotary letterpress to 
push all the familiar flat-beds out 
of the industry. There are serious 
problems that have yet to be over- 
come, in addition to the common 
reluctance of the industry to accept 
something new. To be flexible, these 
plates must have shallow relief. 
This means that inking becomes a 
delicate matter. Enough ink must 
be fed to cover the printing surface, 
but not enough to fill up the non- 
printing areas. 

Another factor militating against 
these presses is the loss of flexibil- 
ity. When you print directly from 
cuts and type, you can change things 
around in the middle of the job. It 
is a fairly simple matter to make 
corrections or alterations at any 
point in the production. But the 
wrap-around plates, like litho 
plates, cannot be changed in part; 
they must be replaced by complete- 
ly new ones. 

In addition to the Harris 23x30” 
wrap-around, which was operating 
at the exposition, Miehle-Goss- 
Dexter had a demonstration press 
of this type for which they were 
taking orders. 


> Heidelberg used the exposition to 
show, for the first time, an interest- 
ing two-color letterpress. It is be- 
ing produced in two sizes, 15x2014” 
and 21x28”, and takes up no more 
space than an equivalent one-color 
press. An ingenious development is 
the use of both flat-bed and cylin- 
ders in the same piece of equip- 
ment. 


New Press and Plate 
Pressman here is 
locking in Dycril 

plate on Harris wrap- 

around press, being 
run on Exposition 
floor. This picture 
is printed from a 
Dycril plate. 


visor, Battelle Memorial Institute, 
Columbus, summed up the exposi- 
tion in a talk he gave to the Print- 
ing Industry of America. Speaking 
primarily to management people in 
printing, he said, in part, “The 
Seventh Educational Graphic Arts 
Exposition is truly great and im- 
pressive. It presents visually and 
in an attractive manner evidence of 
the remarkable advances made dur- 
ing the past nine years in printing 
technology. 

“The first and obvious [result] 
is the creation of pressures to buy 
some of these new things . . . The 
major pressure group outside of the 
company is the large buyer of print- 
ing. Buyers in the advertising, pack- 
aging, and publication fields are 
most persistent and outspoken in 
wanting the latest and most in 
printing facilities. These people are 
remarkably well-informed about 
new developments in printing—fre- 
quently more so than printing man- 
agement itself.” 

This sums up very well your role 
in this complicated industry. Of the 
equipment shown at the Expositions, 
very little will be bought by the ad- 
vertising or the sales promotion 
manager, very little by the advertis- 
ing agency. But all of it is designed 
to please you, to give you better 
quality, faster service, more attrac- 
tive printing, lower costs. Your 
awareness of what is possible, your 
refusal to accept less than what is 
possible, is now and will continue to 
be a powerful factor in the growth 
of the graphic arts. 





Protected under covers of | Koverite Research Institute 
Studies look leather-bound—yet cost less 


When the Research Institute of Amer- 
ica prepared a study on labor relations 
for their executive members recently, 
they wanted a genuine-leather-looking 
cover. They did not want it to burden 
members with a genuine leather price 
tag, however, nor to have the strong 
objectionable odor common to most 
leather imitations. The solution came 
when they settled on Koverite.® 
Rich-looking, durable Koverite is a 
non-woven cellulose, saturated in latex, 
and coated with a special luster-giving 
pyroxvlin that simulates fine leather. 
Koverite comes in a variety of roller- 
embossed grain textures in a wide 


range of handsome colors that are im- 
pregnated clear through the material. 

Koverite die cuts cleanly, takes screen 
printing, stamping and embossing beau- 
tifully. As for price, a Koverite cover 
costs as much as 15% less than other 
materials of similar type. For your pres- 
entation covers and catalogs, make sure 
you ask your supplier to show you 
samples of Koverite. 


KOVERITE 


Manufactured and distributed by 
THE BARASH COMPANY 


a division of United States Plywood Corporation 


The Barash Company 


Dept. AR 11-59, 122 Fifth Avenue 
New York 11, N. Y. 


Please send me a free Koverite 
swatch sampler. 
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Dimensions of Paper 


To get just the paper you want, you must use the 
terms of paper in the way the paper experts do. Here 
they are and what they mean. 


By Thomas N. Cook 
Eastern Sales Manager 
Hamilton Paper Co. 
New York 


All printing papers have certain 
physical characteristics in common 
which the paper buyer needs to 
know about in order to select the 
proper paper for a_ specific job. 
Knowing what to look for extends 
his powers of selection; and know- 
ing the proper terminology for each 
characteristic insures that he, the 
buyer, and we, the manufacturer, 
are referring to the same thing. 

The terms which it is necessary to 
use, and to understand, to fully de- 
scribe any single sheet of paper are 
nine. They: are: 


1. Dimension and weight . . 
Little need be said about paper di- 
mension for everyone knows paper 
has length and width measured 
either in inches or centimeters. But 
weight is another matter. Do you 
know, for instance, what is meant 
when the weight of a particular 
paper is described as 25x38 — 70/ 
500? This means that 500 sheets of 
this paper cut to size 25x38” when 
put on a scale will weigh 70 lbs. By 
simple arithmetic, you can easily see 
that we can project a weight for 
1,000 sheets of the same size. Ob- 
viously, 1,000 sheets would weigh 
This article is adapted from a talk 
given at Garrett-Buchanan’s Paper 
Seminar, Philadelphia. 
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140 pounds and this would be de- 
scribed as 25x38 — 140M. 

To carry the thought further, 
1,000 sheets in double the size (38x 
50’) would weigh 280 pounds. 

Do not confuse weight with thick- 
ness. Weight refers to actual scale 
weight which is determined by con- 
trolling the amount of raw material 
per square foot of paper. 

Of course, there are other basic 
sizes commonly used as basis 
weights. Bond grades use 17x22 as 
the basic size; cover grades com- 
monly use 20x26 as the basic size. 
However, once you grasp the arith- 
metic principle you need not be 
confused by different basic sizes. 

Remember that basis weight sim- 
ply means actual scale weight of 
500 sheets of paper in a standard 
basic size. And remember that by 
simple arithmetic, you can find the 
weight for other quantities in that 
size or a multiple of that size. 


2. Grain direction . . If you have 
ever seen paper being manufac- 
tured, you know that it is made at 
relatively high speeds in a contin- 
uous strip. You also know that pa- 
per is composed of a mat of tiny 
the speed at which paper is manu- 
factured, the majority of these fibers 
lie in a direction parallel to the flow 
on the paper machine. Cross grain, 
of course, refers to the direction 
across the paper machine. 

Grain direction is important to 
you, as a paper buyer, because it in- 


fluences the dimensional stability of 
the paper. It is a characteristic of 
the cellulose fiber that, as long as it 
exists, it will be affected dimension- 
ally by changes in moisture content 
or humidity. Because this cellulose 
fiber changes in diameter rather 
than length, the principal change in 
dimensional stability takes place 
across the grain rather than with 
the grain. 

You must consider grain direction 
particularly if the paper is to be 
lithographed. The lithographer can 
compensate for changes in dimen- 
sion of the paper lengthwise around 
his cylinder, but not across the cyl- 
inder of his press. Therefore, paper 
to be lithographed is normally or- 
dered grain long. 

Grain direction will also affect 
fold and stiffness of paper. It is ob- 
viously easier to fold with the grain 
than across the grain because to fold 
across the grain more fibers will 
have to be broken. The stiffness will 
be greater with the grain than 
across it. As an experiment in de- 
termining grain direction, simply 
take a piece of paper and fold it 
each way. 


3. Laid and wove .. Paper must 
be either laid or wove. You are 
probably familiar with the tradi- 
tional laid design consisting of par- 
allel lines visible when the paper is 
held up to light. This pattern origi- 
nated with the earliest papermaking 
in China where the paper was man- 

++. continued on page 47 





perfection 


All shapes and sizes . . . bent up, down, over 
... Reilly noses repeatedly stuck into each step 
of production, intent on perfection . . . bent on 
bringing you electros which are not only faith- 
ful duplicates of the originals, but masterpieces 
of their kind. 

Our staff includes engravers who check orig- 
inals, a chemist who controls plating baths, 
pressmen who prove electros for accuracy of 
reproduction, and service people who follow 

through. 
Nowhere else will you find master electro- 
a » typers so ably assisted in their pursuit 
\ of perfection. 
. \ 
LA 
™M m 
CANN 
ait 
= 


~ 


REILLY ELECTROTYPE DIVISION 
305 E. 45TH STREET. NEW YORK 17.N.Y. 
MU 6-6350 


3M-Pre-madeready electrotypes ¢ Reillytypes + Reilly Plastictypes « ROP Color mats « Reilly mats + Dealer mats + Engraving service department 
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TO CHANGE 
A LEOPARDS 
SPOTS! 
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When it comes to colored paper, why assume ‘“‘the 
leopard can't change his spots'’? Don't be bound by 
the white paper habit...color printing on white paper 
is good, but color on colored paper is much more 
effective, especially for increasing direct mail returns. 


Allied's New And Different Colorcraft Line of 
papers, matching envelopes, reply cards, and ink 
recommendations is specifically designed to get 
results. It's distinctive /mpu/se and /nfluence colors 
have been styled and researched by Faber Birren, 
noted color authority, to stimulate action...to create 
a mood...to get more direct mail returns! 


impulse colors are bright and vibrant. They incite 
reader-action and response. Colorcraft Impulse was 


ALLIED PAPER CORPORATION 


Kalamazoo, Michigan 


created for mass market direct mail selling where big 
returns are desired. 


Influence colors are subtle, yet appealing. They're 
styled to create an impression or mood:..to create a 
feeling of prestige, of richness. Colorcraft Influence 
stimulates a favorable mental reaction about the prod- 
uct and company. 


Remember, this is an age of color. Everywhere, 
everyone is breaking the white habit...in appliances, 
in bedding and linens, in soaps, in all areas. Why not 
in paper, too? 

Make your direct mail more attention-getting, more 


ffective. Use Allied’'s New Colorcraft /mpu/se and 
Influence Colored Paper Line. 


Write or call Allied today for full details on how 
to ‘‘change your leopard's spots'’ with Colorcraft 
...the only color researched paper. 


Impulse Colors: Flame Pink « Sulphur Yellow 
e Pumpkin « Summer Green « Indigo 


Influence Colors: Sandstone « Rosewood « Smoke- 
tone Blue « Aspen Green ¢ Buckskin 


Paper Stock—both bond and uncoated offset grades 
in popular sizes and weights. 


Envelopes—in all colors. 


Card & Cover Stock—in Sulphur Yellow, Pumpkin 
and Flame Pink only—125 Ib. 


Inks—recommended Colorcraft text and accent colors 
available from IPI by formula. 


hur Yellow 


pulse Sulp 


— 
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ufactured on a screen made from 
fine strips of split bamboo sewn to- 
gether, crosswise, at intervals of ap- 
proximately one inch. This screen 
imparted to the paper a design 
which persists to this day in fine 
papers. A wove sheet is simply pa- 
per without this pattern of laid 
marks and the accompanying cross- 
wise chain marks. 


4. Deckle edge and plain edge 
- - Just as paper must be either laid 
or wove, it must also have a plain or 
deckle edge. If the paper has a 
deckle edge, remember that the 
deckle can only be on two opposite 
sides, not on all four and the deckle 
must be parallel to the grain. This 
is because deckle edges on modern 
paper making equipment are made 
by cutting the edge of the paper with 
a fine jet of water as the continuous 
strip of paper flows along the ma- 
chine. 


S. Color . . Color, of course, is an 
obvious characteristic except for 
one area: Remember that white is 
no longer a sufficient description of 
a color. There is an almost un- 
limited variety of shades and white 

pink whites, green whites, blue 
whites, even purple whites and—of 
course—the new fluorescent whites. 


6. Finish . . All paper has some 
sort of a finish. The finish may have 
been imparted right on the paper 
machine or in a separate process. 
Ordinary machine finishes include 
smooth, vellum and antique. The 
term “smooth” refers to just what it 
implies; antique is another term for 
rough; vellum is a term which 
covers the middle ground between 
the two. 

Special finishes include felt, su- 
per-calendared or embossed. When 
paper has a felt finish it means that 
the paper, during manufacture and 
while it was still wet, was brought 
into contact, under pressure, with 
a woolen blanket felt of a distinctive 
weave. This felt imparts a three- 
dimensional design to the surface of 
the paper. 

Super-calendered paper _ goes 
through an additional smoothing 
operation accomplished by running 
the paper, under pressure and with 
moisture present, between alternate 
rolls of chilled steel and fiber. This 
polishes the surface to a high 
smoothness. 

Paper w'th an embossed finish has 
a design p:e:sed into the paper after 
it has been removed from the paper 
making machine. It is run dry but 
under pressure between two rolls 
one or both of which are engraved 
with a special design. 


7. Caliper .. There is, of course, 


WHATEVER YOU DICTATE WILL TYPE 
BETTER ON HAMMERMILL BOND 


You'll feel like putting an extra flourish in your signature when you see 
the letters she types on Hammermill Bond. Writing, typing and printing 
all look better on Hammermill Bond’s smooth, bright white surface. And 
the best known name in paper makes a better impression on the people 
who get your letters. 

Yet new Hammermill Bond costs no more. It comes in white and in 13 
beautiful colors, perfect for a time-saving “Signal System” to identify 
departments or offices. Hammermill Paper Company, Erie, Pennsylvania. 


LOOK FOR THE WATERMARK OF THE BEST KNOWN NAME IN PAPER 
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NORTHWESTERN 
PHOTO ENGRAVING CoO. 


328 S. JEFFERSON ST., CHICAGO 6G, ILL. 


STate 2-3939 
24 hour a day service on quality black and white plates. 


AR Reaches Out... 


to more advertising agencies than any other publication. If you sell advertising 
services, equipment or supplies to or through agencies 


AR is All Right...For You 








GLASS MATS 


PROVIDE THESE ADVANTAGES: 


Perfect register 

—__— _ No shrinkage 
High fidelity in reproduction 
Less plate makeready 
Improved ink coverage 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, STEREOTYPES, MATS, 8. O. P. 


—_—.Where do you get BETTER SERVICE than at P& A? 


COLOR MATS, THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES | 
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a correlation between weight and 
caliper (thickness) but, again, do 
not confuse one with the other. A 
heavier, smooth finish paper may 
have less caliper than a rough finish 
paper, yet it may weigh more. In 
ordering paper, caliper is particu- 
larly important in book work where 
a uniform number of pages per inch 
may well be of critical importance. 


8. Sizing . . If paper is surface 
sized it means it has been treated, 
probably with a starch solution, 
much as the collar of a shirt is 
starched. Sizing is used in papers 
intended for offset printing in order 
to give surface strength. Otherwise, 
fragments of the surface would pick 
off during printing. In letterpress 
printing, paper performs better if it 
is not surface sized, although it is 
possible to print almost all papers 
by letterpress. For offset printing 
the paper must be surface sized. 


9. Packaging . . Paper is packed 
either guillotine trimmed on four 
sides or untrimmed. It must be 
either ream marked or sealed in 
packages. It can come packed in 
cartons, on skids or in wooden cases. 


> An additional characteristic, not 
to be specified but of importance to 
you, is the fact that paper, being ob- 
viously, two-sided, has a felt side 
and a wire side. The felt side is the 
side which is up as the paper is be- 
ing manufactured. The opposite side 
—or wire side—is so called because 
it is the side which is in contact 
with the wire screen on the machine 
during manufacture. The felt side is 
considered the right side of a sheet 
of paper. 


> When ordering or specifying pa- 
per, be sure to inform your paper 
merchant of any special uses the 
paper will be required to serve. Tell 
him, for example, whether there 
will be tumble printing, embossing, 
folding, die-cutting, whether opacity 
is of special importance, whether 
uniform caliper is especially impor- 
tant. And by all means tell him, of 
course, what method of printing you 
plan to use. 

In short, remember that the more 
the paper manufacturer knows 
about the end use of the paper, the 
more effectively he can fulfill your 
requirements. 44 


New Plate Base Metal 
Introduced to U.S. 
A lightweight metal base material 


for mounting plates and electro- 
types is now offered in this country 





through Amsterdam Continental 
Types & Graphic Equipment, New 
York. Amsterdam Continental 
serves as importer of types and 
printing equipment manufactured 
by Typefoundry Amsterdam in the 
Netherlands. 

The new lightweight base mate- 
rial, said to be highly accurate and 
guaranteed stainless, is made of 
cold-extruded dur-aluminum for 
maximum hardness. It is available 
in a wide variety of pica sizes which 
can be rapidly assembled as a base 
for any size plate. The base material 
is mounted to the plate double-face 
tape and is reusable. 

Available in assorted lengths and 
widths it also comes in three stand- 
ard heights: 0.894” for Fairchild 
Scan-a-plates; 0.850’ for copper 
and zinc engravings, and 0.761” for 
electrotypes. 

Further information can be ob- 
tained from Amsterdam Continental 
Types & Graphic Equipment, 268 
Fourth Av., New York 10. 44 


Folder Tells All About 
Pre-Makeready Electros 


A new graphic process by which 
electrotypes can be furnished with 
the makeready already “built in” 
is described in a folder from Lake 
Shore Electrotype Division, Chi- 
cago, which uses the system. 

The plate treating process was 
developed by Minnesota Mining & 
Manufacturing Co. and tested at 
Lake Shore before being released 
for commercial use. Said to be su- 
perior to conventional hand-cor- 
rection methods, the process is par- 
ticularly recommended for reprint 
and publication printing. 

A series of illustrations in the 
folder explain, step by step, how 
the 3M process is accomplished. 

+ « » for more details circle 1101, page 133 


Polyethylene Film Ad 
Has Full-Page Sample 


Now that aluminum foil has be- 
come “old hat” as a material for 
newspaper inserts, the advertisers, 
it seems, are going to work on poly- 
ethylene. 

Crown Zellerbach Corp.’s West- 
érn-Waxide Div. has come out with 
a full page ad announcing the open- 
ing of its new plant in Orange, Tex. 
The ad is covered by a sheet of 
transparent polyethylene film, 
which, it happens, is what the di- 
vision manufactures in Orange. 

Geared to high speed production 
of the film, which it sells for bakery 
product packaging, Western-Waxide 








Perhaps it’s time for a fresh design 
and a bright new WESTON paper 


Your printer, advertising agency or letterhead designer will 
gladly suggest a new design and a paper of appropriate quality 
from the complete family of Weston cotton fiber letterhead 
papers — including Old Hampshire Bond (Extra 

No. 1, 100%), Defiance Bond (100%), Win- 

chester Bond (50%), Weston Bond (25%) and 

Weston’s Hand Weave (25%). Write Dept. AR 

for samples. 


Better Papers are made with cotton fiber 


BYRON WESTON COMPANY 
Daiton, Massachusetts 


Makers of Papers for Business Records Since 1863 


W ESTO N PAPERS 


Leading Makers of: LETTERHEAD PAPERS + POLICY PAPERS « LEDGER PAPERS + INDEX BRISTOLS 
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Laminate film of MYLAR® 


provides lasting protection... 
won't become yellow or brittle 


You get maximum protection of important documents when 
they are laminated with sheets of Du Pont‘‘ Mylar’’* polyester 
film. Your valuable papers, charts, I. D. cards or even photo- 
graphs are protected against tampering or mutilation due to 
rough handling 

Sparkling-clear ‘“‘Mylar’’ won’t yellow, crack or become 
brittle with age . . . it provides lasting protection against dirt, 
moisture and smearing. “‘Mylar’’ can be laminated by a small, 
desk-size machine, or by hand, using pressure-sensitive sheets. 

Ask your supplier today for Du Pont ‘‘Mylar’’ for protec- 
tion of your important documents. For information on other 
stationery items made with ‘‘Mylar’’, write E. I. du Pont 


de Nemours & Co. (Inc.), Film Department, Room AR-11, 
Wilmington 98, Delaware. 


e CARBON RIBBON 
® SHEET PROTECTORS 


® REINFORCED SHEETS 
® INDEX-CARD HOLDERS 


*“Mylar" is Du Pont's registered trademark for its polyester film. Du Pont 
manufactures the base material *‘Mylar’’—not finished laminate sheets 


also, of course, supplied the poly- 
ethylene film for the ad. The mate- 
rial, cut to standard newspaper page 


| size, was run through the press 
| along with the page carrying the 


Western-Waxide ad. The newspaper 
in which the ad appeared was the 
Orange Leader. 44 


Three New Day-Glo 
Color Guides Offered 


Switzer Brothers, Cleveland man- 
ufacturer of Day-Glo fluorescent 
inks, has issued three new Day-Glo 
color guides. One is for screen 
process, another for letterpress and 
the third for lithographic printing. 

Designed for working use as well 
as reference, five perforated chips 
in each color are included. Hence, 
when ordering artwork or printing, 
a chip can be torn off and sent 
along to clarify instructions. 

The charts are designed so that 
all colors are visible at once, even 
when some color chips have been 
removed. Switzer will send samples 
of all three guides upon request. 

+ + for more details circle 1102, page 133 


Brochure Features Top 
Four-Color Process Ads 


A brochure of outstanding four- 
color illustrations taken from ad- 
vertising is offered by Clement 
Colortype, Chicago printers. En- 
titled “Clement Colortype Lithog- 
raphy Sells,” the brochure is essen- 
tially a picture book with the illus- 
trations grouped into areas includ- 
ing automobiles, food, general mer- 
chandise, people, pets and places. 

The illustrations were obtained 
from leading advertisers. They were 
selected to cover a wide range of 
requirements in order to demon- 
strate the flexibility of Clement’s 
four-color work. 

- for more details circle 1103, page 133 


Device Predicts Print 
Qualities of Paperboard 


A machine designed to accurately 
predict the printability of paper- 
board has been introduced by 
Gardner Division, Diamond Gard- 
ner Corp., Middletown, Ohio. Called 
the “print smoothness tester,’ the 
device is essentially a bench model 
gravure press with special design 


DU PONT rR) | features built in. 
The 54x25x27” unit is said to en- 
tirely eliminate the element of sub- 


@UPIND fd . i A 4 | jective judgment in predicting pa- 
REG. U. 5. PaT. OFF 


| perboard printability. Further in- 
BETTER nee ae POLYESTER FILM | formation is available from the 
vitae company. 44 
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Pint-Size Offset Unit 
Fits On Table Top 


A table top model offset duplica- 
tor for office use, developed by A. 
B. Dick Co., Chicago, is said to be 
the most compact offset duplicator 
yet produced. Called the Model 320, 
the unit is 24-1/16" wide, 251%” 
long and stands 2034” high. 

Said to produce top quality line- 
work as well as halftones and solids, 
it is especially recommended for 
systems paper work, letterheads, 
ruled forms, catalog pages, price 
lists and sales promotion literature. 
It prints in black or color. It is ca- 
pable of duplicating on impression 
paper up to 1114”’x16”. 

Simple to operate, according to 
the manufacturer, the unit has an 
automatic feed system and an ex- 
clusive moistening system for main- 
taining exact ink-water balance. 
Self-adjusting cylinders permit the 
operator to switch from lightweight 
paper to card stock without chang- 
ing either cylinder or roller pres- 
sures. Speed is said to be up to 
7,800 copies an hour depending on 
paper and type of duplicating re- 
quired. 44 


New Economy Model 
Collator ‘Does It All’ 


Collamatic Corp.’s contribution to 
exhibits at the National Business 
Show in New York was its new fully 
automatic, economy model collator 
—the Collamatic “15.” The 15-sta- 
tion unit automatically collates, jogs, 
counts, staples and stacks. 

In what Collamatic Corp. terms 
its “drive to mechanize collating,” 
the company has developed a “col- 
lating survey and analysis form” 
for providing a quick means of esti- 
mating the savings obtained by 
eliminating hand collating. The 
form is available. 

. for more details circle 1104, page 133 


McDivit .. . I'm afraid somebody has 
been spoofing you about enamelled 
stock! 











ITU 


“TAILOR 


LAMINATED 
PAPERS 


le, 
ru 


Th 


to your requirements 


We mean it... if HAMPDEN’s 
wide range of unlimited items does 
not have what you require in col- 
or, design, size or weight, HAMP- 
DEN’s production department will 
create a new paper to suit your 
requirements. 

Consult with your Paper Mer- 
chant, look over his portfolio 
showing actual samples of the com- 
plete range of new decorative 
papers, new embossed designs, soil 


OUITU PAPER 
HOLYOKE 


Consult Telephone Directory 


New York, N.Y. © Philadelphia, Pennsylvania «© Columbus, Ohio ©* Chicago, Illinois 
Dallas, Texas © Los Angeles, Cal. ¢ San Francisco, Cal. © Seattle, Wash. * Toronto, Can. 


SALES OFFICES: 
SALES AGENTS: 


mupdlen 


and CARD CO., Inc. 
MASSACHUSETTS 


resistant and waterproof papers, 
suedes, flints, leatherettes, foils and 
fancy papers (all of which can be 
laminated on cardboard ranging 
from 7 points to 72 points with 
fillers to suit the use and cost). If 
these varieties do not meet your 
requirements, write to us and state 
your needs. HAMPDEN will find 
a solution to your problem and the 
right type of laminated paper for 
your requirements, 


eggs sidia 


Send for this color- 
ful Laminated Foil 
Brochure describin 
the entire line o 
HAMPDEN ’s Laminat- 
ed Specialty Papers. 
It’s free! 
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SPOTLIGHT SELECTION 
‘OF CHRISTMAS GIFTS 


5 Ae 


Electric Clocks . 


——oooO 


After all the upper echelon decisions regarding 
Christmas gifts have been made in the conference room, 
somebody has to sit down and pick the specific gift or 
gifts to be sent out. And then there is the very special 
gift for a very special executive, client or secretary. 


In these pages, AR editors present some unusual 
items they have run across during the year, selected 
from many sources, many suppliers, and to meet various 
needs in both price and taste. These are our favorites, 
and we hope that they will help our readers find just the 


right gift. 


. . Sleek designs in gold-plated or chrome finish. Two conven- 


The Infallible . . . A still camera with an 
automatic light adjustment. $59.85. Bell 
& Howell, 7100 McCormick Rd., Chicago 


tional models (left to right), $19.95 and $22.95. Cordless models, $29.95. 
Weight is 3 Ibs. Jefferson Electric Co., Bellwood, III. 


Attache Case .. . Well-built case, cov- 
ered in leather-look vinyl, comes packed 
with candies, cheese and preserves. Price 
is $12.20 each for minimum orders. 
Quantity prices available. Holiday Foods 
Inc., 110 E. 7th St., Waterloo, lowa 


Dimensional Relief Map United 
States color map in molded styrene plas- 
tic. Over-all size is 18¥2x2834’. Map 
can be colored or painted; erased or 
washed. $8.95. Panoramic Studios, 6122 
N. 21st St., Philadelphia 38. 


52 © Premiums, Prizes & Specialties 


Travel Duplex . . . a saddle-stitched case 
of top grain cowhide with a 30-hr. travel 
alarm and a suede-lined compartment 
for cufflinks and watch. Over-all size, 
234x5V2"’. Gift-boxed, $15.95. Harris 
Co., 443 Fourth Av., New York. 





Desk Calendar Clock . . . a cordless unit 
in a brass and leatheret case. Silver cal- 
endar dial with brass-polished wedges. 
Year-long battery. $39.95. Chronos 
Clock Corp., 141 Fifth Av., New York. 


Inland Gift Ware . . . Around-the-clock serving in a 
black, white and 22K gold pattern on heat-proof 
cook ‘n serve glass. Line includes hurricane lamps, 
carafes, etc. $5 to $10 each. Inland Glass Div., Club 
Aluminum, 825 W. 26th, LaGrange Park, Ill. 


Slide Gage Pen... A ball 
point pen with a sliding 
scale. Boxed, $6.45. De- 
signs Modern, 4082 El Bos- 


Thermo-Pen . A smart 
desk pen with perfumed ink 
and a built-in thermometer. 
Black and gold weighted 
base and gold trim. $1.25. 
Davis, 601 39th, Brooklyn 


. . A novel delight that 
makes rainy days, high-fashion days. Of 
clear vinyl plastic showered with golden 
flecks. 10 ribs. Gold press-on initial 
and rain bonnet included. $4.95. Brad- 
ford’s Inc., Box 535, Englewood, N.J. 


The See-Brella . 


que Dr., Pebble Beach, Cal. 


Transistor Radio Alarm . . . One finely styled cabinet 
of non-breakable plastic holds both an imported clock 
that never needs winding, and an AM radio. Measures 
only 2¥2 inches deep; weighs approximately 23% Ibs. 
Choice of single or two-tone colors. Retail, $85. 
Zenith Radio Corp., 6001 W. Dickens Av., Chicago. 


Bent Glass Trays . . . The magnificent 
King Arthur pattern permanently fired in 
red and 23K Gold on charcoal gray. 
“The Quartet,” 35@’’ each, $3.50. per 
set, gift-boxed, in orders of 6-11. Houze 
Glass Corp., Point Marion, Pa. 


A Volume of Goodwill . . . Leather-look 
book in simulated leather with padded 
cover. Inside holds 2 shot glasses and 
space for his favorite brand. 22K gold 
imprint as author, publisher. $5. Marvic 
Co., 861 Manhattan Av., Brooklyn 22. 


Faribo Duf-L-Robe . . . A bright plaid 
blanket of 100% wool packed in its own 
matching “‘carryall’’ bag. Soft plastic 
bag can be used as foot warmer. Red, 
gold, or green plaids. $12.95. Faribault 
Woolen Mill Co., Faribault, Minn. 
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SPOTLIGHT SELECTION 


‘HOW much postage? MM | L289 oF cunistmas oirrs 


“Ye 


how much cost... 


to place this convenient 


The Grenadier Lighter . . . An authen- 
¥ STEGEMAN POSTAL SCALE tic replica of a 17th Century flintlock 


in your customer's hand? tinder box. Extremely realistic in ap- 

pearance, the unit lights a cigaret 
with a pull of the trigger. Antique 
brass with hickory handle. Retail, 
$6.20. Shaw-Barton, Coshocton, O. 


WRITE FOR LOW 
... LOW PRICES 


*% Acchrate 


Lightweight 


Pocket-size 


Qurable “f 
Entire back i 
for imprint J 
Attractive L 
quantity 
prices 
SiS0 Laser ae . 
lace a Om 
P.O. BOX 63, DEPT. P, NEWPORT, KY 
Y 


Thermo Tray Table . . . A new type of serving table with a 
heat-resistant plastic laminate surface divided in two. Wal- 
nut-grained half keeps foods hot with a concealed heating 
unit; white plastic half keeps foods cold. Table stands 27”’ 
high. $39.95. Cornwall Corp., 48 Wareham St., Boston 18. 


Golfer's Watch . . . An imported Swiss timepiece with a man- 

ual stroke counter for golfers. Anti-magnetic; shock pro- 

tected. Chrome finish. Guaranteed one year. $16.95. Pioneer 
e Industries Inc., 3001 Empire State Bldg., New York. 


LUMINOUS 
Star Glo Balloons The Social Secretary . . . Telephone address book with ster- 


Another Eagle First. These ling silver top, black plastic base, push-button index. Retail, 
“Star Glo” balloons are avail- $15. The Gorham Co., 111 N. Wabash Av., Chicago. 

able in brilliant assorted col- 

ors. Ideal for drawing atten- 

tion to your sales message. 

Here’s something brand new 

in advertising balloons. 


Also availabie in 
regular colors 
imprinted balloons in standard 
colors printed to your specifica- 
tions are also available. Sample 
folders and price lists available 
on request. 


RUBBER CoO., INC. 
ASHLAND, OHIO 
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PLAST 


Large or Small 

Thick or Thin 

Flat or Shaped 
Screen process can print it. 


Put Punch in Point-of-Purchase 


POINT OF PURCHASE COMMITTEE © SPPA 
Heavenly Fruit Cake .. . Mis- 


sion Pak’s perennially popular 
holiday cake. Filled with glazed Next Y 

fruits, whole cherries, nuts, and month G What's new in 
white figs plus chunks of pine- in Z 
apple and sweetly light cake ar 
batter. Complete price list in- 

cludes 1% Ibs., $3.75; 2 Ibs., . 
$4.65; 3 Ibs., $5.95. Mission LOLA For the Home is 
Pak, Los Angeles, Cal. 


envelopes 


ee _.. 
CCT ame ialiiMeiil-Me (tela 


—s NEW! 
iving “7 
.s Spoutiess-- 
Necessity! | er. Immersible 
PICNIC a 3 to 12-Cup 
PACK | STAINLESS 


with STEEL 
Refrigerator _\ Automatic 
Chest 


Percolator 


\ 1] FULLY 
“ ails AUTOMATIC 
\\ R t S . re Price 


4 to 15-Cup 
Exclusive! FINGER-BAND Chrome 
STAINLESS STEEL 7 Finish 
Mixing Bow! Sets , 
In handsome gift pack. PERCOLATOR 


r 3. 


Slim Salad Bowl . . . A New England bowl of hand-rubbed birch in the , “~ QUALITY 


smart slender styling. Gift package includes apothecary jars of Hungarian ‘ ‘Waterless’ COOKWARE 
paprika, premium mustard, Malabar pepper from India and a blend of rare Complete range of ‘waterless’ ware in 18/8 
herbs. Decorated jar for salad dressing included. $14.50 each in orders of 3. 


Stainless Steel or in Aluminum. Matches sets 
John Wagner & Sons, 71 E. County Line Rd., Hatboro, Pa. or individual units. 


Prove Your Thoughtfulness with Buckeye 

QUALITY MADE HOUSEWARES Pleasing 

American Families Since 1902! 

Buckeye modestly priced housewares are 
Party Game Set . . . Frosty white bever- smartly designed and precision fabricated 

of finest grades of stainless steel and alu- 
age mugs decorated with miniature card 


minum. Buckeye business gifts are doubly 
symbols. Carved wooden handles; pol- effective since they express good will both to 
ished brass bands. Complete game set business friends and their families. 


includes 2 decks of playing cards with 4 

mugs. Gift-boxed, $7.95. 4 mugs with- BUCKEYE DIVISION 

out cards, $4.95. Benner Glass Co., MARDIGIAN CORPORATION 

5329 Powers Av., Jacksonville 7, Fla. 770 Spruce Street Wooster, Ohio 
Please rush business gift literature and prices 


on complete line of Buckeye products spe- 


. cially suited for Business Gifts. 


Treasury Steak Knives . . . A book of naner 
fine steak knives with saber ground 

stainless steel blades hand-honed to fine- 
line shorpness. Book is of soft simulated 
leather in a rich ginger finish with gold- 
embossed title on front of cover and / 
book spine. Knife handles are in lustrous CITY - — ZONE _ 
ivory tone. Set of six Carvel Hall 
knives, $5.95. Charles D. Briddell Inc., 
Crisfield, Md. 


COMPANY 
ADDRESS 
a a 


We are particularly interested in gifts from 
.to $_________ price range. 
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SPOTLIGHT SELECTION 
) OF CHRISTMAS GIFTS 


ME Se Bite 
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Two-In-One Sales Pac . . . A zippered briefcase that contains a 
special sales binder. Briefcase is of top-grain brown cowhide, with 
an identity card holder and pockets in top and bottom covers. 
Matching binder holds 2’’ stack 3-hole, 8Y2x11‘’ sheets, expands 
11 extra inches. Binder price $9.50; briefcase price, $21. The 
Heinn Co., Milwaukee 4, Wis. 


SJOUMAUE UOlI9/9S }S8sd1] SLNWNNId 


"ONI ‘y SITOAWNVIONI - “9018 LIVADINI £02 °OD LOESOW §4DAg SY] 


COLOR WHEEL... 


SLOW REVOLVING COLORS 
MAKE CHRISTMAS TREES GLOW! 


Matchbox Holder Card . . . A greeting 
and a decorative match container. Gold- 
en holder has four separate match com- 
partments with red silk pullout cords. 
$1, in mailing box. Barker Greeting 
Card Co., Barker Bldg., Cincinnati 1. 


Sportsman Campers’ Light . . . A lantern 
that provides both flood and spot light- 
ing. Chromed steel head swivels full 
360°. Battery-operated; on-off switch is 
located on top of lantern head. $8.95. 
Ray-O-Vac Co., Madison 10, Wis. 

No. 755 revolving red, blue, green, yel- 
flow lens, lamphoider kit . . . creates 
beauty of Northern Lights on stainless 
metal & flocked Christmas trees. Makes 
eye-catching interior displays. Stands or 
hangs. Sturdy alum. wheel, chrome base. 
TIOV/A.C. Motor U.L. approved. Write : 
for catalog . .. The Can-O-Matic . . . A three-in-one 
| gift appliance that combines an electric 
@ Veeshit INDUSTRIES, INCORPORATED ” Ser, GUN GRE con epener in one 
; om lustrous white and chrome unit. 8x9x4”, 
over-all. Boxed, $34.95. Rival Mfg. Co., 
36th & Bennington, Kansas City 29, Mo. 


1623 MILWAUKEE AVE., CHICAGO 47, ILLINOIS 
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Two examples of the exceptionally beautiful bindings produced with durable Du Pont Pyroxylin ‘‘PX’’ Cloth—‘‘Management for You” and “‘Junior Homemaking.”’ Both 
published by J. B. Lippincott Co., Chicago, Ill. . . . bound by Kingsport Press, Kingsport, Tenn. Mid City Lithographers, Inc., Chicago, printed the covers in full color. 


The results are always rewarding 


when you bind with a Du Pont bookcloth 


Du Pont bookcloths print beautifully 
and bind easily_ provide maximum 
sales appeal and serviceability. 


Whatever you’re binding—new-busi- 
ness presentations, reference works, 
catalogs, directories, product manu- 
als —there’s a Du Pont bookcloth 
that will more than measure up to 
your requirements. Because it’s from 
Du Pont, you can be sure you'll get 
trouble-free production of durable, 
distinctive-looking books every time. 
Pyroxylin-impregnated “PX‘’* Cloth 
has excellent ink receptivity and ad- 
hesion—offers excellent scrub resist- 
ance. Lies flat, handles with ease. 


Vinyl-impregnated ““PX‘’* Cloth is 
a unique new binding material offer- 
ing remarkable durability because of 
its outstanding scrub resistance—dra- 
matic new possibilities for vivid-color 
lithography. The snow-white uniform 
printing surface permits unusual clar- 
ity of printing detail and truer repro- 
duction of color. It lies flat, handles 
well on standard equipment, too. 


“Fabrikoid’* is manufactured of 
sturdy fabric, full-pyroxylin-coated. 
Binds into leather-like, luxurious- 
looking books that wear for years. 
Resists dirt, grease, water—is wash- 
able. Is easy to work with and readily 
adapts to standard bindery techniques 


of cover decoration. 

For more information and free 
sample swatches, write to E.I.du Pont 
de Nemours & Co. (Inc.), Fabrics 
Division, Dept. AR-911 Wilmington 
98, Delaware. 

“PX” and “Fabrikoid’” are Du Pont’s registered 


trademarks for its impregnated and coated bookbinding 
materials. Vinyl “PX” cloth patent applied for 


Du Pont PX’ Cloth 
and Fabrikoid’ 


Better Things for Better Living ...through Chemistry 
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ELECTRO 


TURNTABLES 


DEPENDABLE 
MOTION FOR 


at lower 
+ one omy complete 
iL approv 


le in sizes—25'0.; 75\b.; 150!b. \oad. 
3 


5x11 16-lb. White or Colored Bond 
1,000 -$550 5,000-$17 


For details write t MPLETE: Art. Copy, Layout = 
Quetee. ~V 385 Broadway Wew York 13. N.Y. Re 2a140 


2k PLASTIC DECALS! 


Tough, permanent, waterproof Vinyl Plastic 
— applied without water under all 
weather conditions. Write for free 
samples and estimate — TODAY! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 


SCREEN PROCESS 
CARDBOARD © PAPER ©® METAL 
Write today for PRICE LIST 
RICHMOND SIGN COMPANY 


222 South Fifth Street 
Richmond, Virginia 


stein naeiiiens eset 
CHROME STEEL (orpointofsale 
SIGN FRAMES suas sicxs 


Just Wrap Around and Clip 
queues Free Sample Assortment 
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Buried Treasure 


Mary Ellen's Jams and Jellies found that there's 
an excitement about treasure hunts that can build 


sales and word-of-mouth promotion. 


By Phil Seitz 


The universal lure of buried 
treasure to an adventure-hungry 
public has proved the springboard 
to a series of productive promotions 
for Mary Ellen’s Jams and Jellies, 
and its agency, Guild, Bascom & 
Bonfigli. 

The company has sponsored a to- 
tal of five treasure hunts since May 
1958. All have been tie-ups with 
Bill Burrud and his nationally syn- 
dicated “Treasure” tv » program, 
which it sponsors in five western 
markets. 


> This June, the treasure hunts 
reached their peak when 21,732 
turned out to dig for prizes with a 
total value of $10,000 on the grounds 
of Corriganville, a motion picture 
location near Los Angeles. Admis- 
sion to the treasure hunt was the 
safety seal from a jar of any prod- 
uct from the Mary Ellen’s Jams and 
Jellies line. 

The “treasures” included 1,000 
silver dollars, distributed among a 
number of chests; a seven-day trip 
to Hawaii; a three-day trip to Las 
Vegas; a Swifter Roadster; mo- 


Giving Away Money . . . Announcer Bill 
Burrud is ready to dig into the Mary Ellen 
treasure chest for a $50 winner. 


torized child’s sports car, and such 
miscellaneous items as fur jackets, 
Siamese kittens, Revell hobby kits, 
fishing rods, and Mary Ellen’s Jams 
and Jellies. With the exception of 
the silver dollars, which were repre- 
sented by wooden chests, winners 
found buried capsules in which 
their prize was named. 

The event was widely promoted. 
Bateman Brothers Brokerage pro- 
vided in-store promotion with shelf 
talkers on special displays; KCOP, 
the station on which “Treasure” is 
telecast in Los Angeles, purchased 
$1,400 worth of newspaper ads plug- 
ging the hunt, and aired a series of 
spot announcements. 

For six weeks prior to the day of 
the hunt, Bill Burrud delivered a 
pitch on all three of his shows, 
“Treasure,” “Wanderlust,” and 
“Holiday,” culminating in a pro- 
gram on the Friday preceding the 
hunt, which was devoted to Cor- 
riganville. 


> Kennett Public Relations Associ- 
ates, which services the Burrud 
organization, planted stories with 
metropolitan and community news- 
papers, and provided newsreel clips 
to the KCOP newscaster, Baxter 
Ward. 

The result was that at 4 a.m. the 
Sunday of the hunt, cars began ar- 
riving at Corriganville. Armed with 
shovels, metal detectors, and home- 
made divining rods, the crowd en- 
joyed the picnic facilities, western 
shows, movie sets, Old West res- 
taurants, and saloons of Corrigan- 
ville as they awaited the treasure 
hunt time of 2 p.m. 

When the starting gun was fired, 
the rush of the crowd into the area 
marked off for treasure digging was 
reminiscent of a land-rush. 


> The treasure hunts, which Mary 
Ellen’s has found to be extremely 
effective merchandising, promotion 
and publicity vehicles, were trig- 
gered by an experience May 1958 in 
Oceanside, Cal. 

At that time, a Burrud program 
on “Treasure” was devoted to a 





uilds Customers 


ee . 
Gold in Them Thar Hills . 


. . Some of the 21,732 prospectors, each of whom had to 


present a Mary Ellen cap for admission, looking for likely places for hidden treasure. 
Prizes totaled $10,000, with the biggest prize $300 in cash. 


tale of hidden wealth, “Treasure of 
Ulloa,” which told the story of a 
Spanish conquistador, Francisco del 
Ulloa, who was reported to have 
buried a fortune in gold taken 
from Aztec rulers, in the Ocean- 
side area. 

Burrud and his promotion chief, 
Charles Vance, conceived the idea 
of staging a public treasure hunt on 
the site of Ulloa’s landing. Because 
the only announcements of the 
event were made on Burrud’s pro- 
grams, only a few hundred treasure 
seekers were expected. 

However, 5,000 shovel-packing, 
pick-toting prospectors turned out 
for planted treasures. Encouraged 
by this, a second hunt was set for 
November at Corriganville. Despite 
forbidding weather, more than 16,- 
000 came with Mary Ellen’s safety 
seals to participate in the hunt. 


> This hunt was followed by sim- 
ilar ones in Phoenix in May, and 
Salt Lake City in June. In the latter 
city, KSL-TV joined in the promo- 
tion, to make sure the event re- 
ceived widespread publicity. The 
Burrud group was met by the famed 
Bountiful Jeep Posse, which led a 
parade through town to their hotel. 
At the hotel were welcoming ban- 
ners. Here, more than 5,000 persons 
turned in safety seals. 

The treasure hunts are considered 
by all concerned to be an effective 
marriage of product, personality and 
promotion. Being based on a spon- 
sored program, stations have a stake 
in promoting the events. Backed by 
commercial announcements, in- 
store promotion and publicity, the 
treasure hunts have done a good 
job of selling the Mary Ellen’s 
name and products. 44 


SPECIAL 


AWARDS . 
PLAQUES" 


From 


HOUSE OF 
WILLIAMS 


TO ACTIVATE 

® Sales Promotion 
Pregrams 

@ Sales incentive 
Plans 
® Dealer & Jobber 
Programs 


Some of our learned “motivational” friends 
in the advertising profession insist that the 
reason plaques and awards work so well to 
motivate people to action is because they 


“represent the epitome of symbol status 
devices!" 


Special Award Designed 
by House of Williams 
for NASCAR. 


Whatever the reason may be, we have been 
designing special awards for advertising 
agencies and “blue chip" companies for 
years. You'll be especially interested in the 
veried uses of awards . . . and in the com- 
paratively low cost. 

Want to see a stimulating “IDEA FILE’? 
it’s yours via return mall. Just write te 


An 


7 SOUTH WABASH 





ORCHAWAII SALES DIVISION 


ORCHIDS OF HAWAII, INC. 
NATIONAL SALES OFFICE 

305 7th Ave. * New York 1, N. Y. 
Telephone ORegon 5-6500 
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How. to Use 
Specialtion with Efhect 


These award-winning campaigns, from the annual 


competition of the Advertising Specialty Natl. Assn., 
show how imagination adds impact. 


By Bette Macon 
AR Associate Editor 


The winning ways of an adver- 
tising specialty were very aptly 
illustrated in the winning campaigns 
of the second competition sponsored 
by the Advertising Specialty Natl. 
Assn. 

In all six top award winners, 
campaign results prove conclusive- 
ly that goodwill—created by the 
specialty gift—was the success fac- 
tor in the promotion. This was 
clearly evident even where definite 
objectives were stated, such as: 


® to pull requests for sales calls 
® to correct editorial copy 


® to get industry cooperation in a 
consumer ad campaign. 


However, while a breakdown of 
the award winners proves the over- 
all value of the specialty, it also 
makes a good case for careful se- 
lection of a specialty. Each of the 
items used in the award-winning 
campaigns was chosen only after 
careful research pointed out its spe- 
cific “rightness” for the particular 
job. 
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> Some may feel they could have 
been more exciting or different. 
None could hope for better results 
than those achieved for the com- 
panies using them. 


Another point clearly made in this 
second competition is the wide- 
spread use of specialties to give a 
direct mail campaign an extra spark. 
Four of the six award winners used 
direct mail only in their promotions 
proving that the specialty—once 


mainly used for store giveaways— 
has grown into an effective aid for 
direct mail people. 

Lest the money factor weigh too 
heavily in judging, the ASNA com- 
petition was divided into two cate- 
gories: 


® Category 1 
than $1,000 


. budget of less 


© Category 2 
than $1,000 


. . . budget of more 


First Prize Winner: Category 1! 


Specialty User . . Lewis Shoe 
Stores, Waco, Texas 


Purpose of Promotion .. To get 


new charge accounts from a select 
list of prospects. 


Promotion Details . . The Lewis 





Shoe Stores distributed a ball point 
pen filled with red ink to 1,200 
school teachers in McLennan coun- 
ty for use in grading pupils’ papers. 
An accompanying letter invited the 
teachers to visit the store for a free 
refill and, if they desired, to open 
a charge account. 


W) WEEOLE DOES MTSE Tas 


Results . . 756 teachers (63% of 
mailing) opened new accounts. 


Jobber . . L. M. Crow Co., Waco, 
Tex. 


Supplier . . Souvenir Lead Pencil 
Co., Cedar Rapids, Iowa. 


Second Prize Winner: Category 1 


Specialty User . . Columbia-Ge- 
neva Steel Div. of United States 
Steel Corp., San Francisco. 


Purpose of Promotion . . To gen- 
erate interest in the full line of 
manufacturers’ wire offered by Co- 
lumbia-Geneva and to pull requests 
for sales calls or company litera- 
ture. 


Promotion Details .. A variety of 
novelty steel needles suitable for 
odd home sewing jobs were attached 
to an “Omar The Tentmaker” fold- 
er. Half of inside spread discussed 
the need for just the right needle 
sewing jobs involving canvas, leath- 
er, etc.; right half of spread tied 


in with copy on the necessity of us- 
ing the right wire in certain jobs. 

The folder also contained a re- 
turn card asking for company liter- 
ature or a personal call from a rep- 
resentative. 


Results . . The mailing was sent 
to a list of 2,200 top executives, a 
list which had formerly pulled, in 
response to other mailings, about 
1.5 to 2%. This mailing pulled a 12% 
plus return, with 10% of those re- 
turning the card requesting a sales 
rep to make a personal call. 


Jobber . . Wade Co., San Francisco. 


Manufacturer .. Eric H. Green & 
Co., N. Hollywood. 


\aory > hast s+ 


RECTOR - LOS ANGELES MARBOK 


Third Prize Winner: Category 1! 


Specialty User . . Port of Los 
Angeles, San Pedro, Cal. 


Purpose of Promotion . . To cor- 
rect an editorial tendency to refer 
to the port by one of the three dis- 
tricts into which it is divided, rath- 
er than by the correct title: Los 
Angeles Harbor or Port of Los 
Angeles. 


Promotion Details . . Blue pencils 
imprinted with “Los Angeles Har- 
bor—Cargo Capital of the West” 
were attached to a printed card and 
mailed to all city and copy editors 
of the metropolitan newspapers and 
other publications using stories on 
the area. 

Copy on the card read: “Here’s a 
blue pencil for your future use in 





FREE 


he ee 
BUILDING SALES! 


W. 26 St., 
VUE-MORE: new York 1, N'Y. 
Rush a copy of your new Catalog. 


Name 


Company 
Address 


City 


A terrific new 
catalog  describ- 
ing the complete 
line of VUE- 
MORE display 
turntables and 
BREVEL anima- 


tion motors. 


Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 

U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 





Quiet, Brevel 


motors are designed for maximum 


versatile, efficient 


power and precise movement—yet 


compact enough to be used in any 
W rite 


motion display. for details, 


VUE-MORE CORPORATION 


a Overson of BREVEL PROOUCTS 
601 WEST 26rh STREET . NEW YORK 1, N.Y 
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RESPONSE 


sealed 
OUTSERT > 
folders 


... Attached to consumer-goods 
packages. That’s the record of 
a recent consumer mail-in pro- 
motion by one of America’s 
largest advertisers. Many other 
firms have written similar (even 
higher) returns with OUT- 
SERT Folders. 


Your OUTSERTS provide 
point-of-sale advertising on the 
package, point-of-use follow- 
through in the customer’s home 
. . » Ideal for product-use copy, 
recipes, cross-advertising for 
other products, instructions, 
premium offers and consumer 
contests. 


Write for descriptive booklet, 
samples and information on 
how OUTSERTS can sell for 
you. 


| 


OUTSERTS, INC. 


A Division of 
EUREKA SPECIALTY PRINTING CO. 


SCRANTON 3, PA. 


‘7. M. Reg. OUTEERTS U & Pat Of 
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| Pedro Harbor’ and 





changing copy references to ‘San 
‘Wilmington 
Harbor’ to the correct designation— 
LOS ANGELES HARBOR. Your 
port, like Gaul, is divided into three 
parts—Wilmington, San Pedro and 
Terminal Island Districts—but the 
only correct names for the whole 
shebang are LOS ANGELES HAR- 
BOR or PORT OF LOS ANGELES. 
Thanks.” The card was signed by 
Los Angeles Harbor’s public rela- 


| tion director, Troy S. Garrison. 


As a follow-up, all incorrect 
designations of the port were clipped 
out of the publication in which they 


| appeared and sent to the editor or 


First Prize 


Specialty User . . Cities Service 


| Oil Co., (Pa.), New York. 


Purpose of Promotion . . To build 
customer goodwill and _ increase 
dealer store traffic through an easy- 


to-handle promotion on the dealer 
level. 


Promotion Details . . The promo- 
tion was built around dealer dis- 


| tribution of six full-color prints of 
| antique locomotives in a 13-state 
| area of the northeast, during Sep- 


tember and October, 1958. 
Each of the 4,000 service stations 
involved was sent a complete pro- 


| motion package. This consisted of 
| application cards, 38x50’ posters, 
| window strips, large pump island 
| signs, instruction sheets, radio an- 
| nouncements, plus a packet of pub- 


licity material for local newspaper 


use, etc. 


| Results . . More than 500,000 re- 


by-liner with one of the cards. In 
each case the writer’s or editor’s 
name was penned in a space pro- 
vided on the card. 


Results . . Effectiveness of the pro- 
motion was excellent. One city desk 
room displayed the card prominent- 
ly on the bulletin board. An eminent 
columnist carried an item on the 
idea. The terms, “San Pedro Har- 
bor” and “Wilmington Harbor” have 
practically disappeared from the 
news columns. The present offend- 
ers are usually sport fishing or 
travel editors who do not often write 
about that area. They receive cards 
promptly. 


Winner: Category 2 


quests for the prints were received 
during the 60-day promotion period. 
All of the dealers reported a large 
increase in gallonage and new cus- 
tomers, plus goodwill effects from 
already established customers. The 
promotion definitely succeeded, not 
only in dollar volume both during 
and after the promotion, but in 
building dealer morale to an all- 
time high. 


Jobber and Mfr. . . McCleery 
Cumming Co., Washington, Iowa. 


Second Prize Winner 
Category 2 


Specialty User . . Lederle Lab- 
oratories, Div. American Cyanamid 
Corp., Pearl River, N. Y. 


Purpose of Promotion . . To de- 





This page is printed on Cantine’s 
Ashokan, 25x38-80 (160M). Show- 
ing two-color halftone variations. 


Photo by Sarra, New York. Cour- 
tesy International Silver Co. and 
Young & Rubicam. 


Plates by Industrial Engraving, 
Co., Inc., Easton, Pa. 


Inks by General Printing Ink Co., 
Div. Sun Chemical Corp. 


Printed during the 1959 Graphic 
Arts Exposition on a 21”x28” 
Original Heidelberg two-color cyl- 
inder press at 3,500-4,000 sheets 
(7,000-8,000 impressions) per 
hour. 


for better quality in commercial printing 


BASIS 25x38 
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100 200 


The quality of Ashokan and other modern elements of print- 
ing tend to make “commercial” printing deluxe in quality 
and “deluxe” printing commercial in cost. 


In the development of halftone printing by both letterpress 
and offset, the makers of Cantine’s Coated Papers have been 
a leader since 1888. And Ashokan has been a leader in letter- 
press from the beginning. 


Ut) ASHOKAN 


THE MARTIN CANTINE COMPANY = Saugerties, N.Y. 
Specialists in Coated Papers since 1888. 





It’s the Ink that attracts... | 


IDENTIFY and BEAUTIFY with... 


Printing Inks, such as our gold sheen ink #71012, above, can give the 
Midas touch to your product, package or promotion that makes it KING! ,. : 
- : aper* Cantine’s Ashokan 
And, it’s the golden touch that carries over to the cash registers — where — 25x38-80 (160M). 
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letterpress, lithographic, gravure and BBD flexographic inks. Simply call 
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GENERAL PRINTING INK 77GB 


Printed from “Dycril’’* plates. 


DIVISION - . 


Sun Chemical Corporation 
750 Third Avenue, New York 17, N. Y. 


Branches in all principal cities 





velop goodwill and prescription re- 
call with physicians for new corti- 
sone compound, “Aristocort.” 


Promotion Details . . While physi- 
cians were introduced to Aristocort 
through regular channels of pro- 
fessional journals and direct mail 
campaigns, the final selling push 
was a Parker ball point pen which 
was given to the physician by a 
Lederle detail man (salesman) at 
the end of a talk on Aristocort. The 
company chose Parker’s “T Ball 
Jotter,” a milled, stainless steel pen 
which would match the doctor’s 
thermometer and pen light. 

The pens were engraved in an 
austere type with the name of the 
product and presented in a gift box 
inscribed: “Your Parker Pen—Right 
for Writing Aristocort.” 


Results . . Doctors’ reception to the 
pen exceeded Lederle’s fondest ex- 
pectations. Within a few months 
“Aristocort” became a_ leading 
name in the field. This promotion 
also involved a booster call six 
months later. Detail men used a 
special “Aristocort” Jotter refill as 
a door opener. 


Jobber .. William F. Blake Inc., 
New York 


Manufacturer .. The Parker Pen 
Co., Janesville, Wis. 


Third Prize Winner 
Category 2 


Specialty User . . Columbia-Ge- 
neva Steel, Div. United States Steel 
Corp., San Francisco. 


Purpose of Promotion . . To en- 


Durable 


Advertisi ng 4 


BIG SHOW 
OF 





PRODUCTION - PROMOTION 
MERCHANDISING 


To see it... 
read ar 
To get init... 


advertise in ar 


| @ ADVERTISING 
REQUIREMENTS 


NO-SMEAR 
NO-SMUDGE 


PHOTO- 
REPRO 
PROOFS 


“Fotosetter /Warwick Typography” 


PRESENTS PROOF WITH PERFORMANCE 


No delicate prima donna proofs here! 
Come grease crayon or paste pot, 
here’s a proof that can take it. 


Smear-proof—aA true photographic proof. 
The “‘ink”’ is in not on the proof paper. 


Smudge-proof—Wibpes clean of ink, cement, crayon 
fingerprints, pastels. Damp cloth does the trick. 


‘Tougher, heavier, easier to handle 
and work with in every way. 


Wax-Back—Eliminates rubber cement. Gives 
smooth, flawless paste-ups in jig time. Permanent 
and temporary positioning possible. 


Send for Free Photographic Type Book 


Big 12”x 936” working manual. Contains all Fotosetter 
faces plus Headliners and Flexset samples. Your 
letterhead request brings it to you at no obligation. 
Write Dept. SB-39 today! 


Warwiek TYPOGRAPHERS, Ine. 


920 WASHINGTON AVE. ¢ ST. LOUIS 1, MO. ¢ PHONE CENTRAL 1-9210 
OVERNIGHT SERVICE BY AIR. 


-- RIGHT TO YOUR DESK 


WHATS THE 


BRIGHTEST Color 
FLYING 7 


ITs ‘ 
DAY- GLO, 
oR IMA 
DIRTY BIRD 


There is only one genuine Day-Glo! Day-Glo is 
the registered trademark of Switzer Bros., Inc. 
Cleveland 3, Ohio, for daylight fluorescent products 
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Or these fine gift lights: 


(a) New 303 Sportsman® Lantern with sealed 
beam plus red signal flasher that swivels in 
all directions. Retail value, $12.40. (b) S22F 
Sportsman® Flashlight has three-position 
lock-type switch, signal button, ring hang- 
er, knurled chromecase. Retail value, $1.95. 
(c) Z53R Woodsman® Searchlight has 
chrome-finish five-cell battery container; 
case has ring hanger; can be imprinted 
with your company name. Retail value, 
$3.95 (includes imprinting). (d) P20 Pen- 
light has convenient slide switch, durable 
pocket clip, room for imprinting your com- 
pany name (imprint included in price). Re- 
tail value, 89¢. (e) 398 Hunter® Lantern 
has aluminized 3” spot reflector to give 
long, piercing beam; switch and flasher 
button on handle. Uses flashlight or lan- 
tern batteries. Retail value $4.95. 


RAY-O-VAC COMPANY 


Dept. 228, MADISON 10, WISCONSIN 
A Division of The Electric Storage Battery Company 
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THE 
GIFT 
THAT'S 
LOADED 
WITH 
V.I.P. 
APPEAL 


New Ray-O-Vac 
Sportsman” Lantern 
doubles as floodlight 
and spotlight; head 
swings more than 
180° to throw power- 
ful spot. Handy 
switch beneath 
carrying handle, 
rainproof platform, 
chrome steel 
throughout. Retail 
value, $8.95. 





courage industry interest in a con- 
sumer ad campaign promoting more 
home use of canned foods. 


Promotion Details . . A teaser 
mailer with an unusual angle was 
developed for distribution to can- 
ners, wholesalers, and retailers. Two 
weeks in advance of the consumer 
campaign, a tin can labeled “Se- 
lected Dates” was sent to each name 
on the list. 

Since dates have never been 
canned successfully on a commer- 
cial basis, this label made a strong 
impact on the industry people re- 
ceiving it. When the sealed can was 
opened it contained a perpetual date 
calendar pre-set and sealed to June 
25, 1958, the ad campaign’s opening 
date. Attached to the calendar was 
a tag which read: “This is the date, 
June 25, 1958. On this date the U. S. 
Steel ‘Smart Idea’ promotion for 
canned foods breaks with a full page 
in color in Sunset.” 


Results . . The “canned calendar” 
not only won industry goodwill but 
a high degree of enthusiasm for the 
consumer program. As a yardstick 
of effectiveness, orders for mats, and 
reproduction proofs for tie-in pro- 
motions by canners, wholesalers and 
jobbers were so heavy that three 
re-orders had to be placed to fill 
the demand. 


Jobber . . Walter W. Cribbins Co. 
Inc., San Francisco, Cal. 


Manufacturer . . Park Industries 
Inc., Springfield, Il. 


> Certificates of Merit in Category 
1 were awarded to American Com- 
mercial Bank, Charlotte, N. C.; 
Barth’s Cleaners, Richmond Hill, 
Ontario, Canada; and Charles Mel- 
bourne & Sons Inc., Cleveland. 
Certificates of Merit in Category 
2 were awarded to Beech Aircraft 
Corp., Wichita, Kan.; Lone Star Gas 
Co., Dallas, Tex.; and Archer- 
Daniels-Midland Co., Cleveland. 4¢ 


Look, | own the company — do |! 
have to save 1,096 box tops for one, 
too? 





oman Never Forgets 


Premium users had better take 
candid 


from a consumer who enjoys being 


warning from this report 


offered premiums. 


By Nellie Brighton 


Several years ago, Campbell 
Soups and Swanson Chicken ran 
one of those “coupon inside good 
for 25c off’ deals. “Swell bar- 
gain!” I thought, and took home 
half a dozen. The coupon inside 
read, “Limit one to a family.” I’ve 
never felt quite friendly since to 
either company. 

Maybe no limit was stated on the 
outside of the package purposely, 
just to con me, the housewife, into 
stocking up. But why would firms 
spend thousands of dollars on ad- 
vertising, and then risk losing good- 
will for so few cents profit? 


> Modess has a similar offer running 
right as I write this. Big ads on 
the outside of the box say, “Save 
25c!” So Mama passes up some 
other special, maybe, to get in on 
the bargain, and lugs home a box 
apiece for each daughter. But in- 
stead of the dollar or so she thought 
she was saving, she is limited to 25c 
—minus postage—and minus what 
she might have saved by buying 
some other specials. 

I suppose the Modess_ people 
might say, “Serves her right for be- 


ing greedy.” But how is a house- 
wife to know? Lots of similar offers 
do have coupons good without limit, 
and she’s a fool not to buy what her 
family can normally use. 


> I’m not quibbling about any firm’s 
right to limit an offer. All I want 
is to be told before I get home with 
it. Just as I feel entitled to informa- 
tion on the outside of the package 
when a discount or premium offer 
carries an expiration date. 

Tll bet any advertising manager 
would see red to find he could have 
placed an ad at a discount, only 
the offer carried a deadline that he 
wasn’t told about. That's how I 
burn when I finally work down to 
the very bottom of a box of cereals 
or soap chips, or bake up the cake 
mix I’d kept on the shelf for com- 
pany, and find a coupon that ex- 
pired last week. Sometimes I feel 
even more cheated: when I buy a 
cake mix because it’s on “special,” 
open it the very same day, and find 
the discount coupon is no good any 
more! 

I suppose the “90 days from date 
of purchase” coupons are an effort 
to get around that problem . 
and they don’t make me mad. But 
they do puzzle me. I bought the re- 
cent All Bran-Spry offer at least 
six months later in one store than 
in another. The latest coupons were 
accepted OK—but if my family 
didn’t go for bran muffins anyway 
I'd have passed up the second pur- 
chase for fear that they wouldn’t be. 


> I did pass up a deal last week— 
25c off on Ham Quicks and on 
Prem. And they had a “limit one” 
notice printed on the outside, all 
right! The trouble there was that I 
vaguely remembered taking ad- 
vantage of one such special months 
ago. But which? How can a gal re- 
member? So rather than guess 
wrong and be suspected of “cheat- 
ing” I passed up the other to which 
I felt entitled. 

The same store was still running 
the Ocean Spray 20c off offer, but 
that was easy to remember. I’m not 
sure what firms with “confuse- 
able” products can do to help the 
housewife keep straight which is 
an old offer still going the rounds, 
and which is new, but just rec- 
ognizing her problem may help. 


> Living in California may make 
me run into more of these dupli- 
cated and/or expired items than 
eastern housewives do. Last spring, 
for instance, a friend who enjoys 
contesting had me watching mar- 
kets in my area for an Armour 
“Matador” entry she had not been 
able to find. I finally saw the cans 
at my local Safeway—in August. 
Not a word on the outside about 
any expiration date, so probably 
housewives “got hooked” and re- 
sented it—but I happened to know 
that the contest was long over. 
When I saw Heinz catsup with a 
big “Win a Prize” label I put on 
my specs and found in extremely 
small print that the contest had 
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ended months before. Visking con- 
test packs arrived about two months 
late. I’m told Revell toys just put 
on a big contest, but four local 
dealers had never heard of the re- 
quired entry blanks, even though 
“the Revell salesman was just in 
yesterday.” 

Housewives I questioned seem to 
like contests, and don’t especially 
resent losing. “But it’s aggravating 
beyond measure,” several agreed, 
“to strain your brain puzzling out 
something like Mr. Twister, and 
then never find out what answers 
were right. Bothers me_ every 


darned time I pour Kellogg’s corn 
flakes!” 


> Many of my neighbors are soured 
on premium offers. “Fradelis had an 
offer,” one told me. “You saved up 
eight labels and got a copper tray. 
Living alone, I don’t use many, but 
I finally managed to send my eight 
off. Got a nice—very nice—letter, 
saying the offer had been with- 
drawn. Of course I was irked! My 
daughter started saving up Dreft 
tops for some diaper offer, and I 
told her she was a fool to bother!” 

“I thought Quaker Oats was a 
good, reliable company,” said an- 
other woman. “The child’s lazy 
Susan looked so cute in their ad 
that I sent off for three, one for 
each of my grandchildren. One dol- 
lar apiece and a box top—and then 
they turned out to be dinky little 
old plastic things I was ashamed 
to give!” 

“I know,” nodded a young mother. 
“I let my boy send off for some 
toy guns. If I’d seen them first I 
wouldn’t have asked for them post- 


age free!” 


> Nothing seems to make mothers 
more angry than having children 
disappointed. Every Mother’s Day, 
there’s a rash of specials “suitable 
for gifts.” Fine! Only when Mama 
learns her chick sent 50c and a box 
top for pearls “worth $4.95” that 
would hardly bring 29c at the dime 
store, she may enthuse to spare the 
child’s feeling, but will be silently 
cursing that box top. 

And women have memories an 
elephant might envy. “Lipton Tea 
sent me some scissors,” said the 
lady in the adjoining steam bath. 
“Looked real nice, but they 
wouldn’t cut butter! That was a 
good many years ago, but I’ve never 
forgotten.” 


> Of course, we also appreciate the 
specials that really do save us 
money and introduce us to fine new 
products. It was through an offer, 
for instance, that I got started using 
Clean and Clear. 
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And we women recognize that 
business has problems. We don’t 
resent reasonable limitations—but 
we do want to get what we think 
we're getting. To have all the facts 
available when we decide. 

Just yesterday I bought a box 
of Spic and Span. It was marked 
4¢ off, and also: “Get a one-cup 
flour sifter . . . details inside.” But 
—on the front of the box there was 


Offbeat Promotion . 


also plainly noted, “Offer expires 
September 30, 1958.” 

Now, if I had gotten home expect- 
ing to send for that flour sifter and 
then found that expiration date in- 
side, I would have been justly an- 
gry. As it was, I figured: “So, it’s 
expired! No matter; I’ve got a good 
sifter.” And I bought the box just 
the same, quite pleased to get four 
cents off. 44 


- - Cool, cool idea offers contestants a chance to beat the heat by 


guessing how long “ice Mountain’’ can withstand the hot rays of the summer sun. 
Promotion was initiated by WBAL Radio, 1090, Baltimore. The amount of ice was 
10,900 pounds, 10 times the stations’ kilocycles. Prizes for the three closest esti- 


mates were radios. 


Pearls a la Oysters idea 
Suggests New Indoor Sport 


Think there’s nothing new under 
the sun? Then you haven’t as yet 
been introduced to “pearl-diving 
in the kitchen sink” via the new 
canned pearl oyster premium from 
the Novel Mfg. Co., New York. 

Each oyster (guaranteed to have 
at least one pearl) is packed in its 
own individual can. Suggested ideas 
for “pearl extractor” leisure time 
includes setting the gems in ear- 
rings, pins, rings, pendants, etc. 

Each canned pearl and oyster 
combo is priced at $1.25 plus 25¢ for 
postage and handling, with no ex- 
tra charge for the can. 

Complete information is available 
from Novel Mfg. Co., 33 Second 
Av., New York 3. 44 


New Sales Promotion Kit 
Stars Gimmicks, Gadgets 


A promotional kit, containing 
over 150 gimmicks and gadgets for 


boosting sales, has been introduced 
by Organization Services Inc., De- 
troit. 

Presenting a wealth of specialty 
ideas, the items in the case include 
a magic light bulb, magic’ smoke 
maker, fake firecracker, flags, stop- 
and-go traffic lights, etc. Also in- 
cluded are items for sales theme 
ideas such as Western, Pirate, In- 
dian, Gay 90’s, Hawaiian, Alaskan, 
etc. 

The case is an attache type in 
leather-look vinyl. It measures 10% 
x2144x1514” and is zippered on three 
sides. Price for case, with contents, 
is $10 each; $9.25 each for orders 
of 25 up. 


- + for more details circle 1120, page 133 


New Specialty: Monthly 
Weather Forecast 


A monthly weather forecast, in 
pocket-size calendar form, is avail- 
able as a_ specialty item from 
Weather Trends Inc., New York. 

The forecasts are prepared for 





each region of the country a month 
in advance, with the weather indi- 
cations clearly shown through a 
color code system on the calendar. 
Copy below the calendar describes 
the over-all monthly weather trend 
for the region. 

First application of this item in 
the specialty field was as a cus- 
tomer giveaway and direct mail 
promotion for branch offices by 
Federal Savings & Loan Assn., New 
York. Weather trends is offering 
this service on a non-competitive 
basis. 

Complete information is avail- 
able. 


- « for mere details circle 1121, page 133 


1960 Olympic Booklets 
Released for Syndication 


Two syndicated booklets, on the 
1960 Olympic Games, have been 
published by the Litho Studio Inc., 
New York, in cooperation with the 
United States Olympic Committee. 

Both available on an industry ex- 
clusive basis with royalties to the 
Olympic committee, one booklet 
covers the winter games at Sqaw 
Valley, California, Feb. 18 to 28; 
the other covers the summer games 
at Rome, Italy, Aug. 25 through 
Sept. 11. 

Each of the booklets contains 
general information about Olympic 
Games, records, dates, locations, 
and countries represented. 

Also available is a “Guide to the 
1960 Presidential Elections.” This 
booklet lists complete voting rec- 
ords of states, nominating proce- 
dures, and miscellaneous pertinent 
data plus a score card for election 
night. 

- for more details circle 1122, page 133 


Hat in Pouch . . . A collapsible sun hat 
which springs to full size when it is re- 
moved from its matching case is the 
latest addition to the line offered by 
Premium Club of America, Chicago. Re- 
tail value is about $4. 
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““Eye-Stopping’’! — ‘‘Sales Getting’’! was the order 
given to KCS by Precise Imports Corporation. Result — 
a spectacular counter display that literally suspends the 
PIC hunting knives in mid-air. Dealers love it — say it 
stops customers — and sells ’em! 


If you want “eye 
stoppers” and 
“sales getters” 
call KCS 

for a “sales- 
engineered” 
display. 
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~S KIRBY-COGESHALL-STEINAU CO., INC. 


610 E, Clybourn St., Milwaukee 2, Wis. 


a flair for SCYVICE... 


@ Creative artwork 
@ Fine color offset lithography 
@ Quality letterpress printing @ Mats, stereos and electros 
@ Four-color separations @ Complete bindery 

@ High speed rotary presses 


Write, Wire, Phone The Midwest's 
Fastest Growing Printing House 


@ Publications ‘‘know-how" 
@ Complete mailing service 


ebraska Farmer Company 


1420 P St., Lincoln, Nebr. 


Our 100th Anniversary Year Printers @ Publishers @ Lithographers 
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A perfect photograph doesn’t 
happen by accident. It is created 
carefully, with great attention paid 
to every detail from the beginning 
to the final processing. 

Take the exciting series of ads 
produced by Victor Keppler, New 
York photographer, for Hallmark 
Cards, prepared under the guidance 
of Orville Sheldon, art director in 
Foote, Cone & Belding’s Chicago 
office. Each uses a single large pic- 
ture, in black and white. Each tells 
a succinct, but emotion-packed 
story, in which a greeting card plays 
a role. 


> Work on the series starts many 
months ahead of time. The agency 
has developed the basic topics which 
it expects to use: a child sending 
a card to Santa; the loneliness of a 
soldier in an empty barracks, re- 
lieved by a card from home; an ele- 
mentary school pupil giving a card 
to his very favorite teacher. Each 
of these is a human situation, with 
which anyone can identify himself, 
and the photography must be hu- 
man and natural—not an easy goal 
to achieve. 
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How We Got the Photo 
Number 18 in a Series 


Personality 
ina 


Photo 


To get a series of warm, human 
shots for Hallmark Cards, 


photographer Victor Keppler 


uses an unusual camera 


and an unusual technique 


People make pictures, and the 
first step is to select the people. 
This is done at, of all places, a 
picnic in Greenwich, Conn. Why 
Greenwich? Because there a group 
of fine models have settled down. 
Married, mothers, housewives, but 
still interested in modeling if they 
can avoid the pressure of the mid- 
town atmosphere, they are available, 
as are their children and often, 
their husbands, for limited model- 
ing assignments. 

At the picnic, Mr. Keppler and 
his assistants wander around, cam- 
eras in hand, shooting candid photos 
of the group eating, playing, talk- 
ing. With the final shots in mind, 
likely-looking candidates may be 
asked to pose, or to go through 
some of the actions to be used later. 

After this session, photographer 
and art director go over the prints, 
and select the particular models for 
each shot in the series. 


>» Next the setting is chosen. This is 
always an actual setting rather than 
one built in a studio. The fireplace 
used in the ad is an actual fireplace 
in an actual home. The schoolroom 


shot was taken in a schoolroom. 

To this setting come the models 
and Mr. Keppler. The story is re- 
hearsed; the models move through 
the action; using available light, 
the pictures are taken. Mr. Kep- 
pler’s camera for this job is an army 
combat 70mm job, which looks like 
an overgrown Leica. He shoots at 
1/100th of a second at F8 on a Plus 
X film with an “over” rating of 500. 
It is developed in Promicrol for 12 
minutes at 68°. 

The camera uses a 15’ cassette, on 
which it can take 50 frames. Spring 
driven, it can take 10 pictures about 
as fast as the photographer can 
press the cable release, generally 
about two per second. 


> Victor Keppler feels strongly that 
a posed shot, even with the most 
expert professional model, looks 
posed and artificial. “Get people to 
forget the camera,” he says, “and 
they will become part of the story 
they are going through, and not just 
an illustration for it.” 

So he uses available light, and 
he shoots pictures as rapidly as he 
can, to make sure of getting the 





The Growth of a Photo . . . The photo on 
the opposite page, the one used in the 
final ad, started at a picnic in Green- 
wich, at which many informal photos 
(above, left) were taken. The models 
were shot with a sequence camera 
(above, right) at two per second. All the 
ads in the series give most of the space 
to the photograph, use a single copy 
line (right). 


natural expression that is just fleet- 
ingly there. To put his models more 
at ease, he will often ask them to 
run through the action so he can 
figure out his angles. They are re- 
laxed, and he is shooting. 


> In four of these “rehearsals,” he 
will shoot 200 to 300 pictures. One 
of these pictures will be chosen for 
the ad. In the three years in which 
the series has been running, about 
a dozen different pictures have 
been used. And, both Hallmark and 
FC&B are proud to say, a number 
of them have been selected for 
some of the top honors that can be 
bestowed upon art directors and 
photographers alike. 44 


~ 


When you care enough to send the very best pallmrank, 
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The Colors Were Good Enough to Ect . 


. . These words were 
chosen by the author, who painted this picture as an advertis- 


Choose Color 


ing illustration. Pick your colors from the foods, he says, and 
you can’t help but set up a pleasing sensation subconsciously. 


with Common Sense 


if you have a good ap- 
petite and like food, you 
are sure to have a good 
color sense, might be the 
provocative conclusion 
from these thoughts of a 
well-known designer 


By Dale Nichols 


This article is concerned with 
more attractive color for use in ad- 
vertising. It has nothing to do with 
Adam’s apple, Adam and Eve’s ap- 
ple, teachers’ apple or the apple of 
one’s eye. Nor is it apple sauce. 
What I wish to discuss is a princi- 
ple in color which I have found 
widely useful in adding appeal to 
all types of advertising where color 
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can be carefully selected and then 
achieved on the printing press. 
The hypothesis can be simply 
stated: A polished apple in its nat- 
ural colors is more appealing than 
one unpolished or one artificially, 
superficially colored. The assump. 
tion is that human instincts govern- 
ing the degrees of attractivenesss 
of apples are too delicately devised 
to warrant more than limited em- 
phasis in the appeal of the thing 
desired. My theory is that if color 
for advertising parallels the appeal 
of colors in fruit we choose to eat, 
then we may expect added eye-ap- 
peal in the advertisement. 
Furthermore, the importance of 
this approach to color can readily 
be understood in cases of advertis- 
ing for health products such as 
tonics, vitamins. For instance, sev- 
eral years ago two of my most suc- 
cessful paintings were made for Eli 
Lilly of Indianapolis. One of the 
subjects was summer in Switzer- 


land, the other of Arctic regions of 
Alaska. 

Before I touched brush to canvas, 
I first mixed what I called “ice 
cream” colors. I spent a major por- 
tion of my time mixing colors that 
were downright edible! Then, and 
only then, did I proceed to paint the 
pictures. I might add that the paint- 
ings, also, were governed by my 
confirmed belief in obedience to 
natural law of lighting as it con- 
trols the blending of the pre-mixed 
colors into highlights and shadows. 
Briefly, I strived to make these 
paintings “good enough to eat”... 
in the belief that this wholesome- 


ness would rub off on Lilly’s prod- 
ucts. 


> Years earlier, Abbott Laboratories 
had received this color treatment 
from me. Charles Downs, who was 
advertising manager at the time, 
may be surprised if he reads this 
confession. This is one of my secrets 





which is here exposed for the first 
time. Although I made many paint- 
ings for Abbott’s excellent copy, I 
also introduced my color theory 
into the flat, two-color, designed 
pieces which served direct-by-mail 
purposes or stuffed packages. 

Each color, in every case, was 
carefully mixed to be edible. Ab- 
bott Laboratory printers were of 
such high ethics that they matched 
these colors perfectly. Some of my 
cherished awards in design for 
printing were won by my work for 
Charles Downs of Abbott’s .. . de- 
signs mostly color. 


> At about the same time, Phoenix 
Metal Cap Co. of Chicago received 
my edible colors in designs for their 
house publication Phoenix Flame 
edited by H. J. “Hig” Higdon. I am 
still producing covers (and illustra- 
tions) for this beautifully printed 
piece of executive relations mate- 
rial. 

If Hig reads this (and he will!) 
it will be the first time he has 
known about my color idea. Phoe- 
nix caps close many products of 
health motives. Phoenix Flame 
ought to reflect the hygienic advan- 
tages in the colors it employs... 
was my deduction. 


> Frankly, I believe that there are 
few products which cannot make 
good use of this color theory. In 
my designs for the advertising of 
the United States Gypsum Co. years 
ago I utilized this color approach. 
Earl Oren, advertising manager at 
the time, liked them. So did his 
prospects. 

Earl told me, several months after 
my first job for his company, that it 
had been a test case . . . not only 
of me, but the results. The results, 
he reported, were unusually good. 
The color was easily half the rea- 
son. 

Naturally, I never told Earl Oren 
about my “ice cream” or “polished 
apple” color ideas. I was afraid that 
he might think the proposition too 
far removed from wallboard prod- 
ucts. Today, however, I believe he 
would have approved. After ll, 
wallboard is for health protection. 


> These are but a few of my own 
applications of edible color. I am 
confident that every appealing ad- 
vertisement will, if examined in the 
light of what I’ve said here, bear 
out the truth of my theory. Pack- 
ages, especially, regardless of what 
they are packaging, will have more 
appeal if they look good enough to 
eat. 

Now let’s consider the unpolished 
apple. Simply, this means dull 
colors. Artists, unfortunately, tend 


toward gray colors in what they 
think is their better work. I sup- 
pose that this is because of the in- 
fluence of widely proclaimed “fine” 
artists who seem to get that way via 
gray or muddy colors. That I am 
an exception—an only one—hasn’t 
corrected this situation. 

My painting “The End Of The 
Hunt” in the permanent collection 
of the Metropolitan Museum is 
painted in “ice cream” and “pol- 
ished apple” colors. I wanted this 
picture of a clear, healthy winter 
day in the country to actually feel 
that way. How could it have been 
done with muddy coloring? Yet an 
advertising artist who has a secret 
or open admiration for some French 
modern master believes his color 
should ape them to be good. 

That much of this color is 
“earthy” and, therefore, not edible, 
seems to escape his attention. Most 
of the products offered in ads are 
to save us from the ill effects of 
earthy conditions. Therefore, earthy 
colors can’t logically reflect what- 
ever cleanliness the product offers. 
One just doesn’t eat fruit that is of 
a certain brown, tan or green. 

I am certain you know what I 
mean when I say “certain.” Certain 
browns and tans are associated with 
decay . . . and certain greens are 
stagnant and .. . well, have you 
ever looked into an open can of 
fruit that has been without refrig- 
eration for two weeks? That green 
might poison you. It might also do 
likewise if used on a piece of ad- 
vertising . . at least it might 
poison the copy aims. 


> So much for the unpolished ap- 
ple. Now, consider the superficially 
colored apple. This color is just too 
far away from nature to be appeal- 
ing. There is something about what 
artists call “raw” color which re- 
pels. Possibly it is because these 
colors parallel too much sugar or 
cream in one’s coffee. 

There is a point where the natural 
feeling of color suddenly seems un- 
natural. At that moment we reject 
it... that is, if it pertains to health. 
Farm machinery seems to thrive on 
bilious reds and yellows. But, of 
course, this is the product itself. 
I believe that ads promoting farm 
machinery would be more appeal- 
ing if the colors were nearer natural. 
In fact, I believe I’ve proven this 
point in calendar paintings for the 
Oliver Implement Co. and the Aus- 
tin-Western Road Machinery man- 
ufacturers. 

In the case of the latter, I had to 
take the advertising manager to a 
window of his office and have him 
tell me the actual colors he could 
see in his company’s machines out- 


The Eraser 
You Can DRAW With! 


Pencil in background, shading or shadow 
before or after you've lightly established 
a rough of figure, outline or lettering. 
Then draw in the desired subject with 
Weldon Roberts Eraser No. 400 Artex. 


This “whiting out” with the eraser gives 
softness, blending, highlighting, vignet- 
ting—character and individuality to your 
work—which you might not be able to 
achieve with liquid white or by scraping 
or scratching. 


You'll enjoy the luxurious feel of the 
soft, white rubber texture and bias bevel 
shape of Weldon Roberts Eraser No. 400 
Artex, exceptional for pencil erasing and 
cleaning. 


Buy several of these erasers today from your 
regular supply dealer 


WELDON ROBERTS RUBBER CO. 


365 Sixth Avenue Newark 7, N. J. 
World’s Foremost Eraser Specialists 
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PROMOTION 


ALMANAC 
for 1960 


a listing of special 
months, weeks and days 


PLP 


Adveniing Meqinees § SiS 


Have your copy yet? 
Now is the time to 
plan your 1960 pro- 
gram, and this book is 
an indispensible guide 
to events and sources. 


Send $1 for your copy. 


Reprint Editor 
Advertising Requirements 
200 E. Illinois St. Chicago 11, Ill. 
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Photography speaks in 


Of the more than 100 tries at 


creating a universal language— 


Esperanto 


Volapuk 

Latino sine flexione 

Ido 

Nov-Esperanto 
Occidental 

Arulo 

-none speaks so clearly 
as photography, because 
everybody just naturally 


understands it. 


PHOTOGRAPHY MAURICE BAUMAN 





EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 





THE TIME 
IS RIPE 


FOR ADVERTISING ACTION 


There’s important business to be had in advertising, sales promo- 
tion and merchandising today. And there are indications galore in 
the predictions of financial experts, government officials and busi- 


nessmen alike that marketing’s purchases today are only a shadow 
of what’s to come. 


Bigger and better budgets are mushrooming up on all sides. 
In the burgeoning consumer markets, advertising, sales promotion 
and merchandising are counted on to help move more and more 
goods to more and more people. In the billion-dollar-and-growing 
industrial advertising market, advertising is fast becoming a full- 
fledged member of integrated marketing teams and carrying the 
ball more and more often to help solve specific sales problems. 


Manufacturers are looking to all forms of advertising in both 
fields to help them introduce and develop markets for new products, 
to rebuild and increase inventories, to reach new and bigger busi- 
‘ness for their present lines. 


And wherever important advertising plans are being made— 
wherever advertising and promotion and merchandising cam- 
paigns are being put into action, there you'll find the professionals 
of advertising looking to Advertising Requirements for help in 
filling their almost insatiable needs. 


They’re looking here—in The Workbook of Advertising & Sales 
Promotion—for information on new products and materials, for 
new effects that will get more sales and response for their advertis- 
ing dollars. They’re looking for new methods for cutting costs, for 
new products and services that will speed up deliveries, new appli- 
cations to add impact and penetration to their sales messages. 


It’s Advertising Requirements’ unique service—in 9 advertising 
areas in each issue—that has built such a loyal following of over 
21,000 advertising professionals in manufacturer, agency and serv- 
ice firms from coast to coast. It’s Advertising Requirements’ unique 
combination—right editorial coverage for the right buyer audience 
—that produces such enthusiastic responses from its readers. 


Advertising 


Requirements 


Workbook of Adueititing & Gales Prowstion 


Published By Th 


e Publishers of ADVERTISING AGE 
ind INDUSTRIAL MARKETING 


200 E. ILLINOIS ST., CHICAGO 11 + 630 THIRD AVE., NEW YORK 17 
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side. It was the first time he had 
realized that shadows on a red ma- 
chine were purple, and that the 
blue sky was reflected on top-side 
planes, and that the colors were 
muted by distance and effects of 
sunlight. He was a most sensible 
man. We got along great. 

My paintings for Austin-Western 
were among my best. Every picture 
was in “polished apple,” “ice cream” 
colors. Those roads cleared by Aus- 
tin-Western snowplows even 
seemed to smell clean. 


> You see, I accept the familiar say- 
ing that some people’s taste is only 
in their mouths. There are millions 
of ’em. Ask any interior decorator 
or fine artist. Yet it is these millions 
that make up the advertiser’s poten- 
tial market. It would be pure folly 
to believe that the usual meaning 
of “good taste” would increase the 
efficiency of an ad’s communication 
to this mob. 

However, there are some partici- 
pants in the advertising business 
who may remember that I have 
long campaigned for fine art in ad- 
vertising and good taste in layout 
and design. My arguments then, and 
now, attempt to show that an ad- 
vertisement in complete good taste 
would reflect this quality upon the 
proposition advertised . . . as a well- 
groomed salesman reflects the qual- 
ity of the product he sells. 

However, not for one moment did 
I mean art and design that was of 
that advanced kind that would be 
over the heads of the audience. Art 
for art’s sake doesn’t belong any- 
where, in my opinion, and art for 
the artist’s sake rather than for the 
client is downright dishonest. For 
that matter, so is the kind that 
“talks down” to a mythical twelve- 
year-old level .. . for it is here that 
the advertiser robs himself. 


> An amusing incident brought 
home to me the significance of the 
truth that some people have taste 
only in their mouths. When I lived 
out in the foothills of the Catalina 
mountains near Tucson, Ariz., I was 
delighted to discover that I had 
javolina . . . the native wild boar 
. . . On my acres. At one time I 
counted eighteen. To encourage the 
well-designed, lithe creatures, I 
kept a puddle of water for them by 
my pumphouse down in a gully. 
The last thing I'd ever think of 
would be to shoot them. I discour- 
aged hunters. Well, one day I 
learned that a newly acquired in- 
law, a man of middle age, was to be 
our houseguest for a week. When he 
arrived, naturally I thought he 


| would enjoy seeing my pigs. So, one 





early morning I told him about 
them, and took him to the sundeck 
of my home so that we might catch 
a glimpse of them down in the 
gully. 

None were in sight. I explained 
to my guest that they were prob- 
ably sleeping up under the palo 
verde trees and that I would fire 
a shot down there to scare them out. 
I placed a twenty-two long rifle 
bullet near the base of a large palo 
verde and the thing virtually ex- 
ploded with javolinas. My artist’s 
eye, of course, beamed in admira- 
tion of nature’s genius in stream- 
lined design. My guest, however, 
stared a moment in absolute amaze- 
ment, then blurted, “Gosh! Are they 
good to eat?” 


> All right, let’s face it: most peo- 
ple’s taste is in their mouths. So 
suffice it that if the apple’s colors 
don’t make us want to eat it, we 
won't buy it. Likewise, if we couldn’t 
eat the colors used in the advertise- 
ment, we most likely won’t buy it, 
either. 44 


Clocks and Stuff 
Offered as Props 


Photographers, both editorial and 
advertising, as well as television 
stations and film producers, who 
want to give their settings a mod- 
ern touch have been invited to use 
the complete line of Howard Miller 
decorator-styled accessories. 

The Howard Miller Clock Co. 
makes a wide variety of clocks, 
folding room screens, bubble lamps, 
fireplace equipment and other ac- 
cessories, suitable for both home 
and office. These products are now 
being offered to graphic arts pro- 
fessionals through special loan. 

Product catalogs and full infor- 
mation on this new loan service is 
available from J. H. Miller, The 
Howard Miller Clock Co. Zeeland, 
Mich. 44 


Offers Slide Showing 
On Color Processing 


“Revolution in Color Printing,” a 
slide presentation describing the 
techniques for processing color 
photography is available on free 
loan from Eastman Kodak Co. The 
presentation features 100 color 
slides and a 44-page script in large, 
easy-to-read type. 

Contents include details on sim- 
plified color printing, test exposure 
technique, processing, determining 
the predominant color, proofing 
negatives, print control, dodging, 
masking, printing with Panalure 
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TRANSPARENT OR THREE 
DIMENSIONAL 400% IN TRUE 
COLOR, THRU AND UPON THE 
WORKING SURFACE WITHOUT 
HAND SHADOW AND IN PERFECT 
DETAIL. ALSO MAKES LINE OR 
HALFTONE NEGATIVES, 
VELOXES, PHOTOCOPIES, SILK 
SCREEN POSITIVES. 


EXCLUSIVE FEATURES: 


© Viewing or Focal Plate Areo—24x24” 

© Copyboard areo—27x32” 

© Floor Area—29x36” 

© Parallel adjustments for accuracy 

© Mounted on Casters for Mobility 

© Pressure back for photo functions 
included in price 


© Wo extras 
$498.00 


f.o.b. Newark 


PROJECTS ANYTHING OPAQUE, ae 


FOR ACCURACY 
DEPENDABILITY 


LOWEST COST 

UNIT ON MARKET | 
e lixl4 viewing area | 
@ 18x22 floor area 
e@ 17x21 copyboard 4 
e 400% enlargement — 

and reduction 


@ Mounted on Casters 
for mobility 


$285.00 f.o.b. 


NEW- 


Projects Opaque copy, transparencies, 
directly onto the 23x31 drawing board 
allowing the operator to work on 
finished drawings, eliminate transferring. 
400%, enlargement, 

‘on reduction. 

Image can also be 

projected onto 

wall for greater 

enlargements 

and copy can i 

be flopped. 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
gh photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is su 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


Paper and filter control in the dark- 
room. Techniques and procedures 
for making color prints on Kodax 
Ektacolor paper with ordinary en- 
larging equipment are also de- 
scribed and illustrated. 

The slide presentation may be 
booked through Audio-Visual Serv- 
ice, Eastman Kodak Co., Rochester 
é%...%. 44 


Magazine Photographers 
Listed in Directory 


HN 
“IDEA” LETTERHEADS 


Admen who have occasion to buy 
illustrative photographs may find 
the new directory of members, is- SEND FOR FREE CATALOG 
sued by the American Society of a aS 
Magazine Photographers, of help in Le ala 
locating a competent photographer. tech dial? << bite: egal 5 

The roster lists approximately 400 
names, both alphabetically and by 


location. For many of the listings it 
also gives the area of specialization. Tes PPER 
A free copy may be obtained by (C 


writing the society at 1472 Broad- ART SERVICE 


way, New York 36. 44 

There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. ideas alone in each monthly issve 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
—= as Prudential, General Motors, etc. have 

a, subscribers for many years. 





Copy ——— of your prints, $1.65 
Semp 


. other sizes, 


Speedy Rolling Ruler 


aca on suameet. ° 
Draws Parallel Lines 


MAJOR PHOTO Co. 
Commercial Photographers a : ” : . 
116-118 W. Ohie St. * Chicago 10, Illinois A “rolling ruler” which draws 
Dept. N-11 @ Telephone: MI chigan 2-5651 parallel lines without having to be 
lifted from the paper when moved 
is available under the trade name 
Rol-Ruler. The transparent plastic 
rule is attached to a roller which entpemeeensedie aaa. 
permits easy movement and is said The com issue, yours to use, can make 
: ' 
to produce perfectly parallel lines. |  Yeeimmaredy ot er dar! sutint 
A spiral index window built into attractive, introductory offer. No obligation. 
the roller automatically measures We salesmen. Attach one dollar to letterhead 
distance between the lines making 


and mail today to Muilti-Ad Services, Inc., 
mechanical measuring unnecessary. 


- to cover cost 
\\, of packing and 
mailing will 


- 7 bring you — 
Free ene 


_ The Complete Current Issue 








126 Walnut Street, Peoria, Ilinois. 





Eve OPENER! The quality of “CLIP 


BOOK” art is actually amazing... and 
the time and money it can save you! 
Used and endorsed by top advertisers 
for ads, printing, publications, direct 
mail, etc. Letterpress or offset. Get our 
big “EYE OPENER” sample kit, worth 
about $15.00, for only... 


POSTPAID 


Your “EYE OPENER” kit will include 
generous samples from the “CLIP BOOK 
OF LINE ART” and “ART DIRECTORS 
CLip kIT”... line drawings, halftones, 
lettering, paper sculpture, Serpentine 
Lines and Grafiklines. You'll have 
enough ready-to-use art for dozens of 
paste-ups. Satisfaction guaranteed. No 
salesmen will call. Attach a check for 
$1.95 to your letterhead and ask for 
our special “EYE OPENER” kit. 


HARRY VOLK JR. ART STUDIO 
, NEW JERSEY 


PLEASANTVILLE 1 
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In the graphic arts field it is es- 
pecially recommended as a speedy 
way of indicating blocks of copy on 
layouts and dummies and for scrib- 
ing lines on negatives. It is avail- 
able with either inch or centimeter 
scales at stationery and art supply 
stores or from the distributor—Rol- 
Ruler Co., Box 164, Riegelsville, Pa. 
The postpaid cost is $3.95. 44 


Speedy . . Transparent Rol-Ruler draws 
parallel lines quickly without lifting or 
measuring. Window indicator shows dis- 
tance between lines. 





ty 4 TLTRRZIT MONEY 


for ART * PRINTING * PHOTO « 
LITHO © SILK SCREEN * ENGI- 
NEERING 

Send for Catalog G 


LACEY-LUCI PRODUCTS (0. 
31 Central Ave. * Newark 2, W. J. 
DEALERS: Choice Territories Open 


8 x 10 COLOR PRINTS 
35¢ each in 1,000 lots! 


Delivery within 3 to 4 weeks. Reproduced 
on 8% x 11 glossed sheets from 4 x 5, 
5 x 7, & 8 x 10 transparencies. Write for 
free samples and quantity rates. Grogan 
Photo Co., 2800 Bahis Street, Danville, 
HMlinois. 


READY-TO-USE CARTOONS 


is Put Bounce in your Bulletins ! 5000 pro- 
/ fessional repro proofs sent to you now. 
800 all-new proofs in spiral-bound Annual 
each year. B. F. Goodrich, General Mills use 
*em. Limited number Licensees each city. Free 
folder to recog. agencies and National Advtsrs. 


Sv 
STIVERS STUDIO - BOX 3684 - SAN FRANCISCO 19, CALIF. 





In the Middle of a Shopping Center . 


. . The two pyramidal 
tents, surrounded by new cars, and bathed in sunlight, proved 


a 


to be an attraction for shoppers looking for something differ- 
ent. Three shows produced more than $80,000 in sales. 


A Mobile Exhibit Sells Phone Services 


Catch ‘em Young... Even the youngest 
are worth showing, especially when dad 
comes along. 


If you rely on point-of-purchase 
displays, and people stay out of 


those points, what do you do? 


This summer, the Michigan Bell 
Telephone Co. launched into the 
outdoor exhibit field with a reverse 
version of the familiar saying: “If 
the mountain will not come to 
Mohammed, Mohammed will go to 
the mountain.” 

The company took its merchan- 
dising mountain to the people in 
the form of modernized pyramid 
tents which housed special tele- 


phone displays for use in shopping 
centers. 

In three Detroit-area shopping 
centers, during June and July, 
nearly half a million people saw 
the exhibit, which displayed the 
most complete range of telephone 
facilities ever assembled in Michi- 
gan. And the mountain hit pay dirt 
—annual revenue jumped more 
than $80,000 through on-location 
sales of new phones and other 
equipment. 


> This grass-roots stand of Michi- 
gan Bell tackles a problem which 
many telephone companies have 
been facing in recent years. Fewer 
and fewer customers come _ into 
Bell business offices to pay bills, 
so indoor displays have been losing 
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readership. The natural result: less 
readership, fewer sales. 

“That’s why we decided that since 
people weren’t coming to us, we'd 
have to go to them with exhibits,” 
said Lloyd J. Hanes, general ad- 
vertising manager. 

So the Michigan Bell advertis- 
ing section billed the show as the 
“ '59 Phone Fashion Fair,” pitched 
their tents and their other eye- 
catchers, first at the Eastland Cen- 
ter, northeast of Detroit, staffed it 
with trained telephone people in 
special attire, and did more than 
$29,000 worth of business in a 10- 
day period. 

Moving over to the Northland 
Center (which, like Eastland, had 
the J. L. Hudson Co. as the prime 
merchant), Michigan Bell did bet- 
ter financially in the same length 
of time—some $34,300. By the mid- 
dle of July, the phone company 
wound up another engagement at 
the Sears Roebuck Lincoln Park 
Center, ringing the bell with more 
than $16,400 in annual revenue. 


> Since merchants themselves do 
sufficient advertising to bring shop- 
pers to the centers, most of Michi- 
gan Bell’s efforts went toward “on- 
center” promotion. Included were 
highway bulletin boards, parking- 
lot direction signs, displays in stra- 
tegic locations, and tent cards in 
center restaurants. At Northland, 
two stores asked for special win- 
dow displays with a_ telephone 
theme. 

In addition, the telephone compa- 
ny placed an ad in its bill insert 
pamphlet which went to phone cus- 
tomers within the trading areas of 
the shopping centers—some 750,000 
homes. 


>Only a small amount of new 
equipment was purchased for the 
exhibit. Units already on hand were 
utilized, and the rest designed 
around them. The basic units of the 
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Business People 
Many an office 
worker and 
businessman 
learned about 
specialized 
equipment. 


outdoor display were two free- 
standing, four-sided aluminum- 
and-canvas tents, housing eight is- 
land display units. 

Some featured use of color phones 
in such settings as kitchen, bedroom 
and teenagers’ rooms. Others 
showed conveniences for special 
needs, such as volume control for 
those with affected hearing, a pri- 
vacy switch for preventing con- 
versations from being heard on 
other extensions, a speakerphone 
and an illuminated dial for night- 
time calls. 

Another group of display units 
showed operating business equip- 
ment such as the automatic answer- 
ing machine, the electronic secre- 
tary, the new call director, new 
switchboards, teletypes and push- 
button phones. Business equipment 
was displayed with appropriate fur- 
niture provided by office outfitters 
in the centers. 

Outdoor communication equip- 
ment also caught the eyes and ears 
of passers-by. Auto manufacturers 
loaned cars to show use of mobile 
telephones and drive-up phone 
booths permitting drivers to call 
from their autos. 


> For each shopping center date, a 
show manager was appointed from 
Michigan Bell’s Commercial De- 
partment. He was in charge of 
working out operational details 
with the exhibit staff and of ob- 
taining the necessary cooperation 
from other company departments. 
Local sales people were assigned, 
trained and supervised by the show 
manager. 

Additional appearances of the 
display were made during the rest 
of the summer, and Michigan Bell 
has a number of invitations to come 
back next summer to play a re- 
turn performance, as well as re- 
quests from several other locations 
which couldn’t be worked into the 
schedule this year. 44 


New Exhibitor’s Kit 
Saves Time, Plus Temper 


A new “Show-Kit” designed to 
make exhibiting a bit easier has 
been introduced by Kit-Kraft, Lex- 
ington, Mass. 

Packaged in a custom-built lug- 
gage case, Show-Kit contains tools, 
electrical supplies, hardware, sta- 
tionery items and a variety of spe- 
cialty goods frequenty needed—but 
hard to get—during the setup and 
preparation of a trade show booth. 

Specific items in the kit include 
a saw, hammer, tape, utility knife, 
extension cords, nails, screws, let- 
tering pens and pencils, tempera 
paints and brushes, soap and clean- 
ing cloths, etc. 

Show-Kit measures 12x16’; 
weighs about 12 lbs, fully equipped. 
A built-in “brief-case” folder pro- 
vides convenient filing space for 
show papers, correspondence, etc. 
Price is $39.95. 

Full details are available from 
Kit-Kraft, P.O. Box 43, Lexington 
73, Mass. 44 


Selexor Folders Describe 
Variety of Exhibit Ideas 


A variety of custom and stock ex- 
hibit ideas are detailed in illustrated 
literature from Selexor Displays 
Inc., New York. 

The custom-crafted folder shows 
exhibits and displays ranging from 
counter and interior pieces to a 30’ 
traveling exhibit constructed for na- 
tionally known companies. 

The stock exhibit literature shows 
a line of prefabricated exhibits 
housed in their own shipping cases. 

All stock exhibits shown in the 
Selexor literature have construction 
details included. 


. » « for more details circle 1123, page 133 


U.S. Power Symbol A full-scale 
model of the core of an atomic power 
plant was the central symbol of U.S. ex- 
hibit at the second United Nations Intl. 
Conference on Peaceful Uses of Atomic 
Energy. The Displayers Inc. designed and 
constructed the 40-foot model. 





Everyone 
reads between 


the lines 


This Doctor is diagnosing a business firm: He is reading 
a brochure sent to him by a medical supplier. He studies the text and pictures 
carefully. And unconsciously, he reads between the lines — looks for evidences of 
sincerity and good taste. From seemingly little things — the courtesy of the 
wording, the reproduction of pictures, the feel of the paper — he forms his 
opinion of the company and its products. If the company shows respect for 
him through a well-presented message in a well-printed brochure — he will 
respect the company in return. Respectful printing begins with a good printer. See 
him early. The chances are he will specify Warren printing papers. He will 
a get better results with Warren papers — and so will you. 


ie. PN 
‘Warren's printing papers make a good impression 
Nec ee 


_ S. D. WARREN COMPANY, 89 BROAD ST., BOSTON, MASS 
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Anyone for 


PIZZA? 


Royalty Crowned . . . Joe Fiorani, Jeno executive, proclaims 
the winners of the pizza and Coke contest. Times for downing 
four pizzas and a coke were 2:36 and 2:43 respectively. 


Take some pizzas, add Coke, 
stir with disc jockeys, and you 
have a promotion that can build 
the enthusiasm of teenagers. 


There’s no business like show 
business along food industry row 
these days. 

With thousands of new products 
competing for consumer attention, 
the processor who wants a place in 
the sun had better develop a Mike 
Todd flair for color and dynamics 
or he won't get past the first shelf 
facing at the local supermarket. A 
perfect example of how the food in- 
dustry is adopting the razzle-dazzle 
techniques of the Broadway show- 
man to move its products was in 
evidence at the recent “Jeno’s Pizza 
with Coke” party for teenagers held 
at the Minneapolis-St. Paul Civic 
Auditorium. 


> Co-sponsored by CK Foods Inc., 
(an associated company of Chun 
King, Duluth) and the Coca Cola 
Bottling Co., Minneapolis, the show 
was aimed at promoting the pizza- 
Coke combination to its best poten- 
tial audience — the American teen- 
ager. For a modest one dollar ad- 
mittance fee, the teens were treated 
to all the Jeno’s pizzas they could 
hold — free of charge — king-size 
Cokes at a dime a bottle, a dance- 
fest featuring the Julie Herman 
orchestra, the emceeing talents of 
WDGY disc jockey Bill Diehl and 
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six of his platter-spinning col- 
leagues, a pizza pie eating contest 
and a host of door prizes. 

Arrangements were handled by 
Chun King, Coca Cola, and repre- 
sentatives of their respective adver- 
tising agencies. Extensive radio, tv 
and newspaper pre-promotion of 
the affair in the Twin Cities brought 
a crowd of teenagers that lined up 
six-deep for a block in each direc- 
tion of the Civic Auditorium — 
1,800 in all. 


> In advance, posters went up on 
high school bulletin boards. 

As the teenagers filed in, they 
were registered according to name, 
address and high school and tagged 
with a “Let’s Get Together” identi- 
fication piece. An on-the-premises 
oven turned out more than 5,000 
party-style pizzas as the hungry 
guests kept coming on for more. 
Ten-cents-off coupons for use later 
in stores were passed out. Coolers, 
gridmasters, Cokes and pizzas as 
door prizes were an added induce- 
ment. 


Joint Kick-Off 

Ray Kruskopf, account 
executive at Olmsted 
& Foley, outlines 

the promotion at a 
meeting for salesmen 
of both companies. 


Climax of the affair was the piz- 
za-eating contest. It saw the “coro- 
nation” of 17-year-olds Bob Kulkey 
and Jean Haertzen as King and 
Queen of Pizza. Their majesties’ 
time for downing four pizzas and a 
Coke: 2:36 and 2:43 respectively. 


> Coke and pizza both scored heavi- 
ly on the promotional front. A mo- 
tion picture film crew put the entire 
event in the can in plenty of time 
for showing that same night on local 
tv stations. Twin City papers gave 
enthusiastic picture and word ac- 
counts of the party in their feature 
sections. 

In-store displays of both Jeno’s 
Pizzas and Coca Cola in the Twin 
City supermarkets provided a hard- 
hitting point-of-sale tie-in with the 
publicity received. Full page ads 
followed. Verdict on “Jeno’s Pizza 
with Coke party”: “A smash hit... 
should find welcome audiences 
across the country.” 

And that’s show business as prac- 
tised by the food industry’s new 
school of sales impressarios. 44 








Audience View . 


. 


. . The four screens were individually cur- 
tained, and could be opened independently. The center of ac- 





tion shifted from screen to screen, and at times, there was in- 
teraction from one screen to another. 


Fords Four-Phase Film 


Quadravision, as developed by Ford Motor Co. for its dis- 
plays in shopping centers, introduces a new dimension to 
film as well as new problems for the producer 


By Haviland F. Reves 


A significant enlargement of audi- 
ence impact has been added to com- 
mercial films by the Ford Motor 
Co.’s new process, known as Quad- 
ravision. 

Several different but related 
scenes are presented at the same 
time in “Search for Suburbia,” us- 
ing four screens and four projec- 
tors. Among the important new 
advantages are: 

1. Comparison is made easy. Sev- 
eral different products or parts may 
be viewed together. 


2. Action may flow from one screen 
into another, mixing or contrasting. 


3. A speaker on one screen may 
comment at will upon pictures on 
any other, with free interchange of 
dialog. 


This new technique, in fact, offers 
a vast potential resource area to be 


exploited by the imagination and 
creative ability of those working in 
commercial motion pictures. 


> The film was produced by the 
Film Services Section of Ford’s 
Photographic Department, a_ unit 
of the Public Relations and Adver- 
tising staff. 

Any reasonable number of 
screens could be used—Ford used 
four as a practical number, flanked 
nearly flat across the end of a tent 


Mobile Theater 
Canvas over a simple 
pipe framework made 

it possible to erect 
the auditorium 
anywhere. 


theater seating about 100. This dif- 
fers from circular and Cinerama 
type productions in having screens 
purposely separated, instead of one 
large panoramic type screen. 

Four projectors, linked mechan- 
ically by a rubber drive belt, are 
used. Synchronization, which could 
also be achieved by electrical con- 
trols, must be perfect. In the event 
of any film damage, the print must 
be returned to the editor’s bench 
for suitable editing and resynchro- 
nization. 


>» The production and editing prob- 
lems are novel and required in- 
genious solutions. Preplanning of 
action on the four screens by the 
director and writer is the key to 
the entire production. The script 
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writer worked this out by the use 
of a pencilled notebook sketching 
the four screens side by side, with 
each successive seene indicated, 
matched by the scenes—or absence 
thereof—on the others. Successive 
high points of interest were keyed 
in red. 

The story covers suburban liv- 
ing from pre-history up to today 
in its 12 minutes. A review of some 
scenes shows how the interrela- 
tions may be worked out. 


> Screen No. 1 (audience left) is 
basic to the story, with Dr. Nor- 
man Poodle—a suave Madison 
Avenue type, the “composite moti- 
vation researcher’—visible con- 
stantly, except at the very end when 
animation is used to close the film. 
He starts speaking directly to the 
audience about his research on 
suburbanites, is interrupted by a 
voice, “Dr Poodle, the commercial,” 
and looks toward No. 2, where 
“Ford Motor Company” appears. 
The voice then says, “Makers of 
Lincoln, Mercury, Edsel, and Ford 
automobiles” as each named car 
drives across the screen. The text 
continues, “Presents ‘Search for 
Suburbia’”. This subtle touch is 
the only commercial, except at the 
end, when the text identifies it as 
“A Ford Quadravision Presenta- 
tion,” superimposed over some ex- 
pressway action scenes. 


Dr. Poodle continues talking, asks 
for the first slide, which appears 
on No. 2, and then becomes ani- 


mated—cavemen around a fire, 
dancing to rock and roll music. No. 
3 opens up for the first time: a 
sleeping caveman is awakened by 
his noisy neighbors on No. 2, tosses 
rocks which land over in their 
midst, and walks over into No. 4, 
where he carves the first wheel in 
a primitive workshop—completing 
a sort of stone age panorama. He 
then awakens his wife in No. 3, has 
her pull him in his new wagon over 


i 1 | 
Threading the Projectors . . . Standard 
Kodak projectors were adapted to handle 
continuous loops of film. 
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Projection Booth . . . The four projectors were placed on a long table at the rear of the 
canvas theater. A specially-designed mechanical linkage made sure that they stayed 


in synchronization. 


into No. 2— starting the quest for 
suburbia as they disappear into the 
distance. 

In a key scene, Dr. Poodle has 
an extended dialog with a modern 
housewife in No. 2, while other 
housewives in Nos. 3 and 4 react to 
the conversation but do not them- 
selves speak. Throughout, he re- 
mains in his attractive modern of- 
fice, controlling the alternation of 
attention to the four screens. 

Several expressway scenes are 
used, with drivers of several dif- 
ferent cars on Nos. 2, 3, and 4. At 
one point all three in the closeups 
are blondes, and Dr. Poodle re- 
marks, “Six of ten men prefer bru- 
nettes”—and all three girls look to- 
ward the audience in surprise. 


> Perfect timing is the essential in- 
gredient. A broad gamut of produc- 
tion techniques had to be syn- 
thesized into a quadruple film with 
a unified impact, from the four sep- 
arate films individually shot. Inci- 
dentally, the additional screens 
were utilized only functionally for 
a specific purpose, and in a few 
scenes left blank when they could 
not really contribute to the action 
concentrated on screens to the left, 
just as important players in an 
orchestra may remain silent for a 
number of measures. 

Three speakers are used, with no 
sound track on projector 3. The 
speaker for screen 1 is centered, 
while those for Nos. 2 and 4 are off- 
center, providing adequate coverage 
of the other three screens. This ar- 
rangement, though not fully stereo- 
phonic, gives good directional sound. 

Each sound track in general car- 
ries the voice and sound appropriate 
to its associated screen. The first 


carries the Poodle voice and basic 
music; the second, the housewife 
voice and special effect music and 
sound; and the third, miscellaneous 
music and sound effects. 

Ordinarily, only one sound track 
is used at a time, but in the cave- 
man sequence the “Anvil Chorus” 
comes from No. 4, while basic music 
arranged to be compatible with it 
continues on No. 2. 


> Because the action and timing of 
the research doctor govern the 
whole production pace, he was shot 
first throughout. Everything else 
had to be timed to coincide with 
him. Photography and _ recording 
followed standard procedure, done 
in a Detroit studio. 

The second major problem was 
the housewife who conversed with 
him, so her scenes were shot next, 
in Florida. The difficulty lay chiefly 
in timing her reactions closely to 
what the doctor was saying. The al- 
ready-recorded sound track of his 
scenes was used as the guide. But 
because sound was being recorded, 
it was necessary to do this silently 
— and the text was translated to a 
Telepromter to furnish her cues. 
The pace of the text on the Tele- 
prompter was timed to coincide 
with the sound track according to 
the director’s own sense of timing. 
This provided an effective means of 
shooting the two principals in a 
dialog without their ever meeting. 

The timing of the doctor’s reac- 
tions in the first phase of shooting 
presented problems, since it was 
difficult to gage the time required 
for the housewife’s reactions and 
conversation. In this shooting, it 
was necessary to allow a pause con- 
sidered adequate for her reply. 

continued on page 87 
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PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 
The Whitaker Paper Co. 
The Partin Paper Co. 
.. W.H. Atkinson. Fine Papers 


Birmingham 
Mobile 
Montgomery. . 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
a Blake, Moffitt & Towne 


Phoenix 


ARKANSAS 
little Rock... Roach Paper Co. 
CALIFORNIA 
Fresno Blake, Moffitt & Towne 
Los Angeles Blake, Moffitt & Townet 
Carpenter Paper Companyt 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Townet 
Carpenter Paper Companyt 
Biake, Moffitt & Towne 
Biake, Moffitt & Towne 


Oakland 
Sacramento 
San Francisco 


Son Jose 
Stockton 


COLORADO 


. .Carpenter Paper Co.* 
Graham Paper Co. 


Denver 


CONNECTICUT 


John Carter & Co., Inc. 
John Carter & Co., Inc. 


Hartford 
New Haven 


DELAWARE 
Wilmingtor Whiting-Patterson Co., Inc. 
DISTRICT OF COLUMBIA 
Washington. ... The Whitaker Paper Co. 
FLORIDA 
The Jacksonville Paper Co.t 
Miami The Everglade Paper Co. 
rlando : The Central Paper Co. 
Tallahassee The Capital Paper Co. 
Tampa . ‘ The Tampa Paper Co. 


Jacksonville 


GEORGIA 
Atlanta The Whitaker Paper Co.t 
Macon The Macon Paper Co. 
Savannah The Atlantic Paper Co. 


IDAHO 
Blake, Moffitt & Towne 


ILLINOIS 

Bradner Smith & Company*t 
Dwight Brothers Paper Co.t{ 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Co.* 

Decatur Paper House, Inc. 
Peoria 5 Peoria Paper House, Inc. 
Quincy irwin Paper Co. 
Rock Island ..C. J. Duffey Paper Co. 


Decatur 


INDIANA 
The Millcraft Paper Co. 
indiana Paper Co., Inc. 


Fort Woyne.... 
Indianapolis. . 


IOWA 
Carpenter Paper Co. 
Pratt Paper Co. 
. Carpenter Paper Co. 


Des Moines 


Sioux City 


KANSAS 
Carpenter Paver Co. 
Southwest Paper Co. 


Topeka 
Wichita . 


KENTUCKY 
. . The Rowland Paper Co., Inc. 


Louisville 


LOUISIANA 
The D & W Paper Co., Inc. 


Augusta 


Baltimore 


Boston 


Springfield 


Worcester... 


Detroit 


Grand Rapids... .. 


Minneapolis 


St. Paul. . 


Jackson. .... 


Meniaian 


Kansas City 


St. Lovis.... 


SEER. cceveses 


Great Falls. 
Missoula 


Albuquerque. . 


Albany... . 
Binghamtor 
Buffa 


lamestown 


New York City. 


For Export 
Rochester 
Asheville... 


Charlotte. 
Raleigh 


MAINE 
John Carter & Co, Inc. 


MARYLAND 


Garrett-Buchanan Co. 
The Whitaker Paper Co. 


MASSACHUSETTS 


John Carter & Co., Inc. 

The K. E. Tozier Co.* 

John Carter & Co., Inc. 
.. John Carter & Co., Inc. 


MICHIGAN 


. .The Whitaker Paper Co. 
Central Michigan Paper Co. 


MINNESOTA 


C. J. Duffey Paper Co. 

Inter-City Paper Co. 
....€. J. Duffey Paper Co. 

inter-City Paper Co. 


MISSISSIPPI 


.. Jackson Paner Co. 
Newell Paper Co. 


MISSOURI 


. Carpenter Paper Co. 
Midwestern Paper Company! 
Wertgame Paper Co. 

Acme Paper Co. 
Shaughnessy-Kniep-Hawe 
Paper Co. 


MONTANA 


... Carpenter Paper Co. 
. Carpenter Paper Co. 
.... Carpenter Paper Co. 


NEBRASKA 


. ..Carpenter Paper Co. 
Carpenter Paper Co. 


NEW HAMPSHIRE 
John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co. 
Central Paper Co. 


NEW MEXICO 
Carpenter Paper Co. 


NEW YORK 


Hudson Valley Paper Co. 
Stephens & Co., Inc. 
Hubbs & Howe Co. 
The Millcraft Paper Co. 
Aldine Paper Company! 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation! 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co. 
Bulkley, Dunton (Far East)t 
J Bulkley, Dunton S. A.t 
) Ghempion Paper Corp., $.A.t 
Champion Paper Export Corp.t 
Genesee Valley Paper Co. 


NORTH CAROLINA 


Henley Paper Co. 
‘ The Charlotte Paper Co. 
.. .Epes-Fitzgerald Paper Co. 


OHIO 

Akron ......The Milleraft Paper Co. 

Cincinnati The Cincinnati Cordage & 

Paper Co. 
The Queen City Paper Co.* 
The Whitaker Paper Co. 

The Millcraft Paper Co. 
Sterling Paper Co. 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Co. 
The Millcraft Paper Co. 


OKLAHOMA 
Oklahoma City Carpenter Paper Co. 
Tulsa eas Beene Paper Co. 
Tayloe Paper Company 
OREGON 
Blake, Moffitt & Townet 
Carter, Rice & Co. of Oregont 


PENNSYLVANIA 
aa Kemmerer Paper Co. 
(Division of Garrett-Buchanan Co.) 
lancaster Garrett-Buchanan Co. 
Philadelphia Garrett-Buchanan Co. 
Matthias Paper Corp.* 
Paper Merchants, Inc. 
Whiting-Patterson Co., Inc. 
The Whitaker Paper Co. 
Garrett-Buchanan Co. 


RHODE ISLAND 
John Carter & Co., Inc. 
SOUTH CAROLINA 
....Epes-Fitzgerald Paper Co. 
SOUTH DAKOTA 
. Sioux Falls Paper Company 
TENNESSEE 


Bond-Sanders Paper Co. 
The Cincinnati Cordage & 

Paper Co. 

Tayloe Paper Company 

Bond-Sanders Paper Co. 


TEXAS 


Cleveland 
Columbus 
Dayton. . 
Mansfield 
Toledo. . 


Portland 


Allentown 


Pittsburgh 
Reading . 


Providence.... 


Sioux Falls. 


Chattanooga. . . 


Knoxville 


Memphis 


Nashville 


Amarillo 


Kerr Paper Co. 
Austin Carpenter Paper Co. 
Dallas ; Carpenter Paper Co. 
El Paso Carpenter Paper Co. 
Ft. Worth ere Carpenter Paper Co. 
Harlingen a Carpenter Paper Co. 
. .Carpenter Paper Co. 
Southwestern Paper Co. 
bbock Carpenter Paper Co. 
an Antonio... Carpenter Paper Co. 


Houston 


UTAH 
sden.. Carpenter Paper Co, 
Salt Lake City... .Carpenter Paper Co. 
American Paper & Supply Co. 
VIRGINIA 
Epes-Fitzgerald Paper Co. 
Epes-Fitzgerald Paper Co. 
WASHINGTON 
Blake, Moffitt & Townet 
Carpenter Paper Companyt 
okane Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Blake, Moffitt & Towne 
Carpenter Paper Co. 
WEST VIRGINIA 
....The Cincinnati Cordage & 
Paper Co. 
WISCONSIN 
. .Dwight Brothers Paper Co. 


CANADA 

. Blake Paper Limitedt 
*BOX WRAP GRADES ONLY 
FPRINTING PAPERS & BOX WRAP GRADES 
tPAPETERIE GRADES 


Norfolk 
Richmond 


Tacoma 


Yakima. 


Huntingtor 


Milwaukee 


Toronto. .... 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 


Mills at Hamilton, Ohio . 


. » Canton, N, C.... Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 
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Further, his reactions to her re- 
marks had to be precisely timed as 
well. This latter problem was effec- 
tively solved by having him look in 
an interested manner toward No. 2 
while she was speaking, but without 
a too definite reaction, allowing 
some latitude in the cutting. 


> A refinement suggested for future 
productions is to record first the 
sound track for the housewife. This 
may then be played back to provide 
the cues for timing the doctor’s 
dominant role. The housewife’s vis- 
ual scenes would probably not be 
necessary for this purpose and 
could be shot later. 

Selection of the Miami _ back- 
ground for the housewife as well as 
general background scenes was 
necessary because this photography 
had to be done during Detroit’s 
midwinter in order to have the film 
ready for release by late spring. 
Care was taken to exclude palms 
and other Floridiana, so that it 
could well seem to be a midwestern 
picture. However it was necessary 
to return to Detroit to find the ex- 
pressway scenes sought. 


>In Nos. 2, 3, and 4, particularly 
when similar scenes were shown on 
each, it was necessary to have a 
comparable light source coming 
from the same direction. This 
created a definite problem in the 
shooting, which was met by photo- 
graphing the corresponding parts of 
each of these separate films under 
identical light conditions, thereby 
giving a balanced picture presenta- 
tion on the screens, 

Dr. Poodle’s frequent transfers of 
attention, as from No. 2 back to the 
audience and vice versa, were shot 
to coincide in each case with a 
change of camera angle. Under the 
sequence of production followed, 
the precise timing, such as that re- 
quired while he watches the house- 
wife speaking to him, could only be 
estimated, with a little leeway al- 
lowed by some additional footage. 
By introducing a change of angle 
at this point, it was readily possible 
to make any necessary cut without 
distortion of continuity. 


> Production, with such special 
tricks, was relatively straight for- 
ward, It was really a matter of 
shooting four individual films. Each 
print is of equal length, even though 
some have some blank footage, as 
action centers on other screens. 
Editing is the critical factor in 
Quadravision. In ordinary produc- 
tion, voice and music must be syn- 
chronized with what occurs on the 
single screen; but here the voice, 
music, and pictures of Nos. 2, 3, and 


4 must each be synchronized with 
the similar components on No. 1. 

The comparatively easy basic ed- 
iting and synchronization of the in- 
dividual films was first completed 
on a standard Moviola editing ma- 
chine. The synchronized voice and 
picture of Dr. Poodle was used as 
the guide for the other three films. 
About 85% of the editing was done 
in a 4-gang synchronizer on the 
bench, matching related sections on 
the various screens by eye. 


> Perfect synchronization of the 
four films was necessary for good 
continuity, such as the dialog be- 
tween Poodle and the woman, the 
selective use of animation, and the 
various points where action crossed 
from one screen to another; and for 
technical reasons—to achieve syn- 
chronized optical effects with such 
devices as fades, cross-wipes, and 
pull-ups—some of which were stag- 
gered rather than simultaneous. 
This was done solely through visual 
editing with the 4-gang synchron- 
izer. 

The films were ultimately run 
through a special five-head 16mm 
Moviola editing machine, consisting 
of three synchronous silent picture 
heads and two sound track heads. 
Even with this special equipment, 
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one film and one sound track could 
not be reviewed along with the rest, 
and controlled repeated reviewing 
was of course necessary. This spe- 
cial Moviola was basically used for 
a final checkout of synchronization 
between picture and sound track 
for the integrated film product. 

Incidentally, the sound track mix- 
ing in itself presented some further 
interesting technical problems. The 
mixing was completed first for film 
No. 1, which served throughout as 
the control for the rest. The sound 
track and picture for No. 2 were 
then mixed, with No. 1 as a back- 
ground. No. 4 was then mixed in the 
same manner against No. 1. 


> The intricate inter-relations of 
scenes achieved through the close 
interlinking of production and edit- 
ing technique opens broad new pos- 
sibilities for presenting a story and 
a message in perspective. It may be 
done with a single visible lecturer 
as Ford worked it out in this film, 
through disembodied voice over 
with all screens used for direct 
story purposes, and in other ways 
that directorial imagination may 
work out. Careful, detailed preplan- 
ning is the key. Ford’s Quadravision 
has added a new dimension to the 
commercial motion picture. 44 


YOUR WORN TRACTOR TIRES ARE @ 
COSTING YOU TIME AND MONEY 


Demonstrators 
that clinch sales points with action 


Graphic Demonstrators add dramatic motion to 
your sales story. The prospect sees the major feature 
or advantage of the product “acted out” in front of 
him. For example, the Demonstrator illustrated 


above graphically shows how proper traction in- 
creases a tractor’s productivity (in acres covered). 


CALCULATOR 
COMPANY 
633 Plymouth Court 
Chicago 5, Illinois 


FREE SAM PLES: A note on your company letterhead + 


will bring you sample Graphic Demonstrators and full in- 
formation on how to harness their sales power. 


525 E. 81st Street 
New York 28, N.Y. 
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Webster 310 
Hkotape 
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In step with the tune... 


They'll put a star on your door 
when you stage an audio-visual 
presentation with the Ekotape 
310. Because this one’s smooth as 
a soft shoe step. And, talk about 
close timing... the amazing 

AV Control Center keeps your 
taped message and the slide 

(or strip) projector in constant 
synchronization — automatically! 
Once the house lights dim, you 
can relax — sight and sound 

are always together! 

Your audience, too, will 
appreciate the professional touch. 
There’s no “next slide, please” 

— no “beep” or tone signal to 
break up the show. And, if you 
wish to change the program, the 
tape portion is easily adapted to 
changes in slide or film sequence. 


AV CONTROL CENTER 


Simple to operate. To synchronize 
ele Mdm Mel aed 
aS Oe eae ol 
This records an inaudible signal 
on the tape. On replays, the slide 
Pia tata eM ut Littl bg 








Talking Gimmick 
For Men of Few Words 


When it comes to sales pointers, 
you can talk to ’em now... any- 
where, anytime . . . providing you 
keep it down to five syllables! 

This new selling avenue has been 
opened up by “Talking Tapes” from 
The Phono Craft Corp., New York. 
Described as a gimmick, the device 
provides for a message—limited to 
five syllables—to be recorded and 
applied to a strip of vinyl tape ap- 
proximately 27” in length by %” in 
width. A small carton to which the 
recorded tape is attached acts as a 
sounding box. When the carton is 
held in the palm of the left hand, 
the user runs the thumbnail of the 
right hand along the recorded sound 
track on the tape to make the sales 
message audible. 

Talking Tapes are suggested for 
use in direct mail, or as give-away 
specialties from show booths. 

Information is available. 

- +» for more details circle 1105, page 133 


Visi-graph Flannelboards 
Described in Folder 


Three models of Visi-graph mod- 
els are illustrated and described in a 
new folder from the Ohio Flock- 
Cote Co., Cleveland. 

All visual presentation boards 
backed with jet black velourette 
flannel, the models include: 


@ Desk Model ...a unit with a 


built-in folding wire easel for table 
use. 


© Floor Model ...a unit with a 
separate folding wooden easel for 
permanent floor display. Easel ele- 
vates board 9” off the floor. May 
also be used on a desk or table. 


® Carrying Case Model ...a unit 
with a self-contained easel 2” deep 
to carry charts and displays. Water- 
proof case is made of seasoned ply- 
wood, covered with pyroxylin- 
coated leatheret. 


> The Visi-graph flannelboards are 
designed for use with the company’s 
special Visi-graph paper. One side 
of the paper has a self-adhering 
surface, the other a velour finish 
which will stick to the flannelboard. 
This paper can be applied to all pic- 
tures, diagrams or messages that 
will be placed on the board without 
the use of tacks, chalk or glue. 

Prices in the folder range from 
$14.50 for desk models to $49.50 for 
the large carrying case model. 

+ + + for more details circle 1106, page 133 





How to Teach 


BAGSMANSHIP 


Helping your customer with his problems is one 
of the best ways of building goodwill. A well-rounded 
program on how to pack grocery bags is working 


for Crown-Zellerbach with its supermarket customers. 


By Kenneth R. MacDonald 


Stephen Potter, the well-known 
British humorist who fathered 
gamesmanship, lifemanship and 
one-upmanship, has himself been 
“one-upped” by San _ Francisco’s 
Crown Zellerbach Corp., one of the 
largest paper products manufac- 
turers in the world. 

Crown Zellerbach, with the aid 
of its advertising agency, Lennen & 
Newell, has not only developed a 
new art which it calls “Bagsman- 
ship,” but has launched a nation- 
wide program of giving courses on 
the subject! 

“Bagsmanship,” according to 
Bruce V. Parsons, the company’s 
food stores services manager, is “the 
art of reducing supermarket paper 
bag costs, while at the same time 
increasing efficiency at the check- 
out stands.” 


> This “new art” is the outgrowth of 
a two-year expense control study 
by Crown Zellerbach’s marketing 
research and food stores services 
departments, which disclosed that 
supermarket bagging costs, a widely 
varying expense item, can be con- 
trolled. 

The study shows, according to 
Mr. Parsons, that bagging costs, 
which average $3 for every $1,000 
of sales, “can be reduced by as 
much as 29% through the proper 
bagging of grocery purchases.” 

Food stores throughout the coun- 
try, he points out, now use more 


than 2.5 billion paper bags annual- 
ly, at a cost of about $150,000,000. 


> More than 300,000 individual gro- 
cery checkouts by housewives and 
house-husbands, were cataloged by 
Crown Zellerbach to establish bag- 
ging costs. Supermarket checkers 
and baggers were then trained in 
proper bag selection and loading 
techniques. 

“By employing the proper prin- 
ciples of Bagsmanship,” Mr. Par- 
sons declares, “bagging expenses 
were reduced an average of 12%. 
The application of this new art also 
resulted in better customer rela- 
tions through faster checkout serv- 
ice and easier grocery handling with 
better balanced bag loading.” 

The trained “Bagsman,” according 
to Mr. Parsons, applies 18 basic 


rules of proper bagging to protect 
groceries and assure their “safe 
conduct” to the shopper’s home. 


> The new program, which has been 
offered to and accepted by some 60 
of the nation’s biggest supermarket 
chains, co-ops and affiliated groups, 
includes complete training materials 
numbering more than 20 different 
items. 

“Our Bagsmanship program,” Mr. 
Parsons said, “will be made avail- 
able at cost .... and markets 
will not be required to purchase 
Crown Zellerbach products in order 
to take advantage of the training 
materials which include films, flip 
charts, instruction manuals and 
transparent bagloading demonstra- 
tion kits.” 


In addition to all these, Crown 


BAGMAN -N-N-Nt 


Cartoon Treatment 
In a light-hearted 
way, this booklet 
makes its positive 

points. 


on) 
MAN'S 
SUCCESS 
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Gnlak Made 
Lady Shady 


the 


New shading film on MYLAR 


Chart-Pak Contak shading film is available 
in 180 of the most popular screens, tex- 
tures and tone values. Printed on clear 
Mylart with a heat resistant, pressure sen- 
sitive adhesive backing. Won't curl, yellow 
or crack. Save time and engravers’ costs 
by shading line drawings this fast, effective 
way that can be handled by anyone in 
your department. Contak is also available 
in 24 permanent transparent and opaque 
color tints. 


TtDuPont polyester film 
For details, write TRANSOGRAPH Division of 


CHART-PAK, inc. 


RIGINATOR OF THE TAPE METHOD OF DRAFTING 


511 River Road, Leeds, Mass. 
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° LAY THAT SOLID KEEL 


Training Manual .. . 


RULE 6... 
BUILD UP SOLID RIBS AND SIDES 


Watch out for necks of tipped bottles 
or shoulder points of cartons 

that might poke through beg’s side 
Use broad cartons to strengthen sides 
and fit edges into corners of bag. 


In full color, this booklet uses artwork taken from the sound 


filmstrip to present the 18 points of good bagsmanship. 


Zellerbach will provide “Professors 
of Bagsmanship” to instruct store 
supervisors and training personnel 
on administration of the program. 


> “Our objective,” Mr. Parsons ex- 
plains, “is quite simple. We’re try- 
ing to sell more paper bags by 
showing our customers how to use 
fewer bags more effectively. Bags- 
manship could be described as part 
of an over-all program of cost con- 
trol. 

“This is very important,” he con- 
tinued, “because every cent saved 
on the cost of grocery bags goes in- 
to the food retailer’s net profit 
structure. The whole program is 
part of the company’s total market- 
ing concept, which is based not only 
on providing our customers with 
the best products available, but also 
every possible assistance in increas- 
ing their profits.” 

The entire staff of Lennen & 
Newell’s San Francisco office as- 
signed to the Crown Zellerbach ac- 
count was brought into the Bags- 
manship program at its inception. Z 

“The agency’s account people not 
only worked with our marketing 
research staffs on the initial sur- 
veys,” Mr. Parsons said, “but also 


| helped to develop much of the ac- 


tual material to be used in the pro- 
gram. The agency has done a mag- 
nificent job for us and the entire 
grocery industry will benefit from 
its share of this new program.” 


> The field research which led to 
the final development of Bagsman- 
ship was carried out in food mar- 
kets of different types and sizes, 


national and local chains and affili- 
ated groups working in collabora- 
tion with Crown Zellerbach person- 
nel. 

Averaging $1,500,000 in annual 
sales, the markets included a repre- 
sentative sampling in widely sepa- 
rated areas of the country. 

Expense control studies were 
made by carefully controlled meth- 
ods over pre-set test periods. Prior 
to introduction of checkstand per- 
sonnel training, exact figures on 
carry-bag costs and inventory 
counts were ascertained. 

After a period of training in the 
essentials of properly loading paper 
bags with grocery products, bag 
usage differences soon became ap- 
parent and savings ranged from an 
average of 12% to 29%, with visible 
improvement in employe attitudes 
toward their jobs and their cus- 
tomers. 

While labor savings as a direct 
result of training in Bagsmanship 
could not be measured in exact 
figures, Mr. Parsons reports that in 
many cases they were greater than 
the carry-bag savings. 


>In preparing its bagsmanship 
training materials, Crown Zeller- 
bach commissioned Warner Bros. 
Hollywood Studios to produce a 
color cartoon sound film to augment 
training at the management level. 
“Top quality professional work- 
manship went into production of the 
film,” Mr. Parsons said, “including 
creation of a new cast of cartoon 
characters which also are being 
used in a personnel training flip- 
chart and textbook combination.” 





Another flipchart and text book- 
let series was illustrated by car- 
toonist Rick Hackney, creator of 
“Sir Bagby.” 


> To assure maximum absorption of 
training materials, a quiz has been 
included at the end of the text 
booklets, giving employes the 
chance to put down what they have 
learned on paper, to reinforce the 
impact of study. 

Among other items included in 
the bagsmanship training series are 
information on using a coordinated 
carry bag mix, charts, instruction 
manuals and graphic illustrations 
on how to load a carry bag for 
maximum economy and total usage. 
A bag loading demonstration kit is 
also included. 

Crown Zellerbach representatives 
will provide demonstrated proof of 
the program’s results and will in- 
struct food store managers or other 
designated supervisory personnel on 
using the training materials. All the 
food market or chain is required to 
provide is the time and the place 
for instruction. 


New System Introduced 
For Continuous Music 


A new plug-in music system, that 


stops only when the music is 
changed or the instrument is turned 
off, has been introduced by the Fi- 
delivox-Fidelipac Divisions of Wa- 
ters Conley Co. Inc. of Delaware. 

The system is based on two com- 
ponents, the “Fidelivox” — the 
playing instrument — and the “Fi- 
delipac,” the recording which is a 
tape magazine. 

The Fidelipac magazine cartridge 
is a continuous playing “plug-in” 
magazine with a one-reel construc- 
tion. The tape forms a continuous 
loop. It is unwound from the spool 
at the center and rewound auto- 
matically on the outside of the same 
spool. This eliminates all threading, 
rewinding, reversing or flipping of 
the magazine, and provides an auto- 
matic repeat of the spool until it is 
manually changed or stopped. 

The Fidelivox players come in 
two styles. One is a self-contained 
unit with pre-amplifier, amplifier 
and speaker; the other is an attach- 
ment with a pre-amplifier for plug- 
ging into existing sets. 

Both contain an operating slot 
through which the operator slides 
the tape magazine. There are no ad- 
ditional handles, buttons, levers or 
mechanical devices to push, pull or 
turn. Cost of the attachment unit is 
$119.95; self-contained Fidelivox 


> The company recently brought 98 
of its distributor sales representa- 
tives to its San Francisco headquar- 
ters for an intensive four-day 
course on how to instruct with and 
use the training materials. 

Specialists outside the company 
and the ad agency who were util- 
ized in developing the “art of bags- 
manship” included LeRoy King, a 
food industry expert; Dr. Edward 
M. Barnet, director, Institute for 
Management, Northwestern Uni- 
versity; and Dr. W. J. E. Crissey, 
president of Personnel Development 
Inc. and dean of the faculty at the 
the N.S.E. Graduate School of Sales 
Management, Syracuse University. 

Closely associated with the pro- 
gram also was Joseph C. Tobin, as- 
sistant manager of Crown Zeller- 
bach’s advertising and sales promo- 
tion department, and John Mayer, 
assistant manager of marketing re- 
search. 

The program will be handled in 
the west from the company’s Food 
Stores Services, San Francisco, and 
in the east by the firm’s ites 
Container Div., St. Louis. 


Continuous Music System . . . Self-con- 
tained plug-in Fidelivox unit plays tape 
magazine that rewinds automatically. 


unit with pre-amplifier, 
and speaker is $179.95. 
Fidelipac magazines with two 
hours of custom-recorded back- 
ground music are priced at $29.95; 
tape magazines with the same 
amount of music as recorded on 
long-play discs are priced at $7.95. 
Additional information is avail- 
able from Fidelivox-Fidelipac Divi- 
sions, Waters Conley Inc. of Dela- 
ware, 8225 Christiana St., Skokie, 
Ill. 44 


amplifier 


Animator’s Sketch Pad 
Aids Pro Positioning 


A new animator’s sketch pad, de- 
signed to give “once-in-awhile” an- 
imators the professional touch, has 
been introduced by Cormack-Imse 
Advertising Inc., Milwaukee. 

Developed to correct the ama- 





33% « 45 - 78 RPM 
Up to 18 Minutes per Side 
AUTOMATIC FILM 
FEED AND REWIND 
SELF-CONTAINED 


SCREEN ...NO NEED 
TO DARKEN THE ROOM 


Can Also Be Used On 
Conventional Screen 


WRITE TODAY! 


—n“c<ec ee ene eee 


McCLURE PROJECTORS, INC. 

P. O. Box 236-A 

1122 Central Ave., Wilmette, Illinois 
Gentlemen: Please send complete 
information and prices. 


Name it 


Firm Name 


Address 
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teur’s tendency to position erratic- 
ally, the sketch pad forms are 


printed in light blue and are ruled | 


vertically, horizontally and diago- 
nally. Each line is match-numbered 


_ How To Get Things Done 
Better And Faster 


in the margins and sheets are keyed | 
for punching. Sheet size is 11x14”; 
drawing area is 84x12”. Each pad | 


has 50 sheets and each is perforated | 


so that it may be removed and ac- 
curately positioned under the next 
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sheet on the pad in order to sketch | 


the movement in animation. 


The pad’s paper is a lightweight | 


rag content bond that will take 


charcoal, carbon pencil and pastel | 
ink. Black-and-white | 
animation drawings can be com- | 


plus India 


pleted on the pad since the blue 
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guide lines will not photograph. If | 


a background is required, or for 
color animation, 10x12” acetate 
sheets — punched to match the 
sketch pad — are suggested. Com- 
plete instructions are included with 
each pad. 

Suggested applications include 
animated movie titles, cartoon fig- 
ures and fast-moving slide se- 
quences to simulate animation. 

The pads are available from Cor- 
mack-Imse Advertising Inc., 2040 
W. Wisconsin Av., Milwaukee 3. 44 
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An unusual presentation idea, 
which gets attention as soon as 
the salesman enters the prospect’s 
office, is being used by Crown 
Rubber Company, Fremont, Ohio. 

Selling “Candycote,” a cotton 
carpeting bonded to a foam rubber 
base, the salesmen carry brief cases 
made of the colorful, patterned 
material. Once inside, the salesman 
unzips the briefcase to convert it 
into a 26x17” floor sample for the 
prospect to walk upon or handle 
for closer inspection of the mer- 
chandise. aa 
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That? Just a little footage we had 
left over. 
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hat Khrushchev can 


teach us about direct mail 


By Nicholas Samstag 
Director of Promotion 
Time Inc. 
New York 


They say that politics make 
strange bed-fellows and all of us 
have seen how very strange the 
coupling of political personalities 
may be. But now I am going to 
reach for some kind of coupling 
record. For I am about to try to put 
together under the same counter- 
pane the ancient and honorable 
craft called direct mail and a not at 
all honorable, crafty character 
named Nikita Khrushchev. 

This is not as subversive an act 
as it may at first seem to be. Be- 
cause, whatever we may think of 


This article is based on a speech delivered 
at the Montreal meeting of the Direct Mail 
Advertising Assn. 


One of the highlights of the DMAA convention was 
this provocative speech by a perceptive observer of the medium. 


Mr. Khrushchev and what he stands 
for, we cannot put him any further 
on the side of evil than we put 
Mephistopheles himself — and no- 
body ever denied that the devil is a 
great persuader. Well, so is Mr. 
Khrushchev a great persuader, and 
the comparison I want to make be- 
tween Khrushchev and direct mail 
is exclusively on this matter of per- 
suasion. 


We can always learn from our 
adversary — and the persuader 
called direct mail can learn a great 
deal from the persuader called Ni- 
kita Khrushchev. We might do well 
to study him as closely as Niccolo 
Machiavelli studied the most in- 
famous persuader of his day — with 
our profession as well as the wel- 
fare of our nation in mind. 


> We might, for example, consider 


Mr. Khrushchev’s use of the per- 
sonal touch to get attention, to 
arouse interest, to tempt, and to 
provoke to action. 


No student am I of international 
affairs but I doubt that any man, 
certainly in modern times, has used 
his personality more continuously 
or more effectively to accomplish his 
purpose. The amiable smile, the glad 
hand, the baby-kissing — and, at 
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the other extreme, the needle, the 
hard-eyed look, and the calculated 
outburst of rage: these are some of 
the weapons in Mr. Khrushchev’s 
personal armory. 

As we observe Mr. K’s scintillat- 
ing performance, let us remember 
all the flat, characterless direct mail 
we have produced. Let us recall all 
the booklets, folders, letters out of 
which we have bleached personality 
and the personal touch — in the du- 
bious interests of playing safe and 
not offending anyone. As we wit- 
nessed his daring, colorful, arrest- 
ing series of. appearances, despite 
all that he has at stake, let us re- 
member how stale our perform- 
ances have been — with so much 
less at stake. 

Like him or not, Mr. Khrushchev 
is always Mr. Khrushchev. His way 
of doing things can not be mistaken 
for Joe Stalin’s way or Mikoyan’s or 
those of fellow dictators dead or 
alive, like Hitler and Mussolini, 
Franco, Battista or even our home 
grown Huey Long kind. The effec- 
tive men of the world, whether evil 
or good, whether men like these or 
men like Churchill, FDR, Gandhi 
or Schweitzer have a style, a way 
of doing things that is peculiarly 
their own, a way that has their hall- 
mark on it. 

Can we say that our direct mail 
is like that? That it has a personal- 
ity of its own — a way of looking 
and speaking and a style that causes 
people to say: “Even if this piece 
wasn’t signed, I'd know it was so- 
and-so’s.” Most of us cannot. Our 
direct mail is flat, characterless and 
without color or personality. Most 
of it is cowardly, almost anonymous 
direct mail. 


> Another thing we can learn from 
this tough and cocky visitor to the 
Western world is, believe it or not, 
restraint. There is little evidence 
that the famous hot-head and heavy 
drinker, Mr. Khrushchev, the man 
who shoots his mouth off so sud- 
denly and explosively so very often 
has ever done himself much harm 
by the habit. And we are therefore 
forced to the conclusion (or at least 
to the suspicion) that he knows 
what he is doing most of the time — 


that when he insults an ambassador 
in what seems to be a vodka-sat- 
urated haze, it is likely to be no ac- 
cident. 

The amazing events of the Nixon 
visit to Red-land were no accident 
either. The astonishing fact that the 
Poles were not prevented from hail- 
ing our Vice-President as if he were 
a messiah — that was no accident, 
and neither were all the other free 
and easy situations that Mr. 
Khrushchev opened up for us. Yes, 
“opened up” for us is what I said — 
because certainly he could have 
kept them locked tightly had he 
wanted to. But he didn’t want to. 
He restrained his own and his col- 
leagues’ very natural tendency to 
put wraps around Dick Nixon’s trip 
— and he permitted the kind of re- 
ception Dick Nixon received. And 
by so doing, he set the stage for an- 
other propaganda victory. If he is 
not received as well as Nixon was, 
he can say, “See; it is not we who 
are unfriendly. It is the capitalists.” 

This sense of restraint, this in- 
stinctive or reasoned savvy about 
when to let fly with all mufflers off 
and when to hold back and walk on 
tip-toes is basically a matter of will 
—and this will-power to resist auto- 
matic or emotional impulses is an 
area in which a great deal of direct 
mail falls flat on its third-class per- 
mit. 


> Oddly enough, one of the most 
emotional ways of earning a living 
open to man is to be a businessman. 
There’s nothing new in this thought. 
Farmers, doctors, ministers, teach- 
ers, mechanics, architects—none of 
these gets ulcers and hypertension 
in anywhere near the proportion 
that the businessman does. It will 
be no news to most of you that most 
business decisions are triggered by 
emotions. The only reason that we 
don’t all go bankrupt at once is that 
our competitors’ decisions are also 
emotionally-motivated and are 
often more emotional (and more 
stupid) than ours. 

But the business that restrains its 
emotions better than its competitors 
— the one that resists the tempta- 
tion to be too early or too loud or 
too competitive or too boastful, to 
cut prices too soon or to exaggerate 
claims too outrageously — will, in 
the long run, win the prize. And the 
direct mail that holds back, that is 
printed in a tasteful terra cotta in- 
stead of a neon Persian orange, that 
describes its product as “one of the 
finest” instead of “the world’s only,” 
that avoids screaming headlines, 
eschews exclamation points and 
makes no nasty references to its 
competitors . . . it, too, will tend to 
win the prize. 

. continued on page 97 
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> But let’s look at Nikita again. He 
has another quality that is shared 
by good direct mail — and that is 
the quality of persistency. There are 
so many evidences of Mr. Khrush- 
chev’s stick-to-itiveness that to re- 
fer to them is almost like reviewing 
his career. The way he got rid of 
his enemies inside the government; 
his insistent, years-long fight to re- 
organize Russian agriculture; the 
stubborn insistence on a summit 
meeting; the perpetual “nyets” in 
the United Nations — the examples 
could go on and on. Like all other 
movers and shakers of history, 
Khrushchev never gives up on an 
idea he believes will forward his 
purposes. 

Contrast this quality with the 
dilatory, on-again-off-again tactics 
of most direct-mail users. Henry 
Hoke tells me that the total amount 
spent on direct mail in the United 
States and Canada today is some- 
where between two and three bil- 
lion dollars. I wonder how many of 
these users waste most or even all 
of this huge amount of direct mail 
money on single-shot mailings or 
short burst campaigns—when only, 
long continuing campaigns can pos- 
sibly do them any good. 

I’m not talking primarily of mail- 
order selling here; I’m talking about 
direct mail that is trying to etch 
a corporate image on the prospect’s 
mind or to remove the boulders 
and underbrush in the path of a 
sales force or just to get inquiries 
from customers and prospects. 

If it takes twelve mailings a 
year to do a job, sending out seven 
does not accomplish seven-twelfths 
of the job. For you cannot produce 
a baby in one month by making 
nine women pregnant. 

This is one of the greatest and 
most regrettable areas of waste in 
our business—and it’s almost im- 
possible to prove that it’s there. I 
have seen a great many excellent 
direct mail campaigns go down 
this drain. They were prepared with 
admirable craftsmanship . . . the 
marketing problem was thoroughly 
researched ... the copy was written 
and re-written until it sang... 





two or three layouts were made for 
every unit mailed . .. the job was 
beautifully printed—and then the 
whole series (often the effort of a 
year or more) was brought to 
nought by a decision to reduce the 
mailing schedule and make a better 
showing on the company’s P&L 
statement that year. 

In saving the money they didn’t 
spend, they wasted all the money 
they did spend. “Half a loaf is bet- 
ter than none” most certainly does 
not apply to most direct mail. To 
keep the bread analogy, you might 
as well save your dough. 


> Another mark of the Krushchev 
way of doing things is the off-stage 
magnesium flare—the creation of a 
histrionic and often deadly serious 
distracting action to keep the oppo- 
sition off balance. There has seldom 
been an example of change of pace 
and locale in international politics 
to compare with the parries and 
thrusts, the feints, advances and 
withdrawals master-minded by Mr. 
Khrushchev for three years now 
with the whole world as his stage. 
Every time we think we have things 
under control in one quarter, rock- 
ets go off somewhere else. From 
the Middle East to the Formosa 
Strait, from Berlin to the invasion 
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of Laos, the king-pin of the USSR 
keeps our heads snapping back and 
forth like the audience at a tennis 
match; he is a master of what the 
chess champions call “holding the 
tempo.” 

And yet this never seems to be 
at the cost of losing sight of his 
purpose; it is all in the interests of 
achieving his goal. 

In the same way, it seems to me, 
the ideal program of direct mail 
should stick to a single purpose— 
while, at the same time, it draws at- 
tention to itself (and confounds 
its competitors) with continuous 
change of pace and variations of 
technique. 

I call this “The Plug and Flash 
Theory” of direct mail—and stated 
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briefly, it holds that the ideal pro- 
gram must not only plug away at 
the job of registering some basic 
idea, but it must stage individual, 
attention-arresting acts against the 
background of that program, to di- 
rect the market’s attention to what 
you are doing and saying. 

To do one without the other is 
is be only half-effective, and yet 
there are few examples of compa- 
nies which employ both techniques 
in a planned and balanced way. 
Most programs tend to be either 
all plug or all flash, and thus most 
programs are doing only half a 
job. It is all too easy to see why 
this is so. 


> For a year or more a company 
will spend its direct mail appro- 
priation on “impulse advertising.” 
During this period it may mail a 
dozen spectacular pieces—broad- 
sides on price changes, handsome 
booklets on the introduction of new 
lines or other news subjects. In 
short, its promotion will be a series 
of flashes, set off by events. 

But, as in all business, there will 
be an opposition group, and this 
group will be building up a grad- 
ually strengthening body of criti- 
cism. A number of executives will 
begin to register with management 
their well-grounded case for a solid, 
continuing campaign to establish 
with the market one or two basic 
selling points. And sooner or later 
they win that case. 

Immediately all opportunistic, 
spectacular promotion ceases, for 
this is now the technique of the 
group out of favor. And for the next 
year or two the firm’s promotion 
plugs along on one subject—with 
a mechanical repetition which the 
market gradually takes for granted. 

This swing back and forth be- 
tween two equally inadequate ex- 
tremes occurs because manage- 
ment fails to keep in mind the in- 
finite variety of the human per- 
sonality. The tendency to project 
one’s own personality over the 
whole market is a universal one. 
Again and again we find that the 
chief executive responsible for a 
flash program will be a dynamic, 
personally explosive sales manager 
—while the man spearheading the 
plug program will be a thoughtful, 
earnest comptroller or some other 
executive in a non-sales position. 
Both worthies are assuming that the 
market reacts in their own pattern 
—and both, of course, are wrong. 


> Now let us look at Mr. Khrush- 
chev from an unexpected angle. 
There has been so much talk about 
the grave danger that Russia might 
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underestimate our strength that we 
tend to lose sight of the fact that 
so far she hasn’t—that, on the con- 
trary, she has been very much 
aware of our strength, has studied 
it thoroughly, has profited from that 
study and is continuing to do so. 

Of course, Mr. Khrushchev boasts 
and blusters a lot, but he’s always 
doing it with an eye on the West. 
Only a couple of months ago he 
told Averell Harriman “in five to 
seven years we will be stronger 
than you.” I doubt that. In one 
speech he trumpeted that Russia is 
growing economically at the rate of 
8.6% a year (I doubt that, too) 
while we are only poking along at 
2%. On different occasions, in a 
score of statements he has said he is 
overtaking us in the production of 
milk, meat, butter, wool and, of 
course, industrial goods. I’m pretty 
sure (as you are) that a lot of this 
is bombast—but we can’t deny that 
the man is watching us closely and 
measuring himself against us all the 
time. 

I wish I could say the same for 
the attitude our medium has to- 
ward its markets. Perhaps the one, 
greatest weakness of the direct mail 
I see is a continuing refusal to be- 
lieve that people are many times 
more sophisticated today than 
twenty years ago, that they have 
much more highly developed tastes, 
that they resent being talked down 
to or shouted at or asked to believe 
obviously phoney claims. 

Too many direct mailers seem to 
be looking down their noses at their 
markets. The level of education in 
the United States has been rising 
steadily for years now—but reading 
a lot of the direct mail we produce, 
you’d think it was created for the 
market of the twenties when only 
a third as many people had a high- 
school education, and only half as 
many were college-educated. 

With more and more advertising 
of all kinds being directed at a 
choosier and choosier audience, the 
average North American of the 
sixties (which, incidentally, begins 
in only a handful of weeks from 
now) may well turn out to be a 
tough man to soften up. In fact, bat- 


tering-ram, hysterical, phoney ap- 
peals, cut rates and special deals 
presented in the language of the 
barker will almost surely be re- 
ceived with the boredom and con- 
tempt they have so long deserved. 


> To help tack down the truth that 
practically all of us north of the Rio 
Grande are advertising nowadays to 
a more knowledgeable, educated, 
cultured market, I have assembled 
a few facts about the kind of people 
we are selling today. 


© People are better educated to- 
day. There are now 8,000,000 col- 
lege graduates of all ages in the 
U. S—more than twice as many 
as there were in 1940. And there 
are about 3,600,000 students en- 
rolled right now in U. S. colleges. 
By 1965, says the U. S. Office of 
Education, that number will have 
increased 44% to 5,200,000. 


© People are less self-centered, 
more outgoing today. There are 
now more people working as vol- 
unteers in U. S. Community Chest 
projects than there were in the 
armed forces of the United States 
at the peak of their strength in 
World War II. 


© People are more interested in 
culture today; they have better 
taste. The number of museums in 
the U. S. has quadrupled in the last 
25 years; there are 150,000 active 
U. S. amateur theater troupes; 
roughly 35,000,000 people (almost 
four times as many as there are in 
the New England States) attend 
classical music concerts every year, 
and spend $45 million in doing so! 


© People are better traveled—less 
provincial; they have wider ho- 
rizons today. The number of pass- 
ports issued and renewed by the 
U. S. State Department’s Passport 
Office increased from 40,000 in 1940 
to an all-time record of 500,000 in 
1955 and Frances G. Knight, Direc- 
tor of the Passport Office, predicts 
that this figure will be more than 
a million by 1960. 


© People are more willing to enjoy 
themselves, indulge themselves to- 
day. The old Puritan, Calvinistic 
distrust of pleasure is fast disap- 


pearing—opening up all kinds of 
avenues to selling without argu- 
ment. As sociologists and psycholo- 
gists will tell you, it is no longer 
necessary to scare, ogle or wheedle 
most people into improving their 
lives or the operations of their 
businesses. You can anticipate the 
acceptance of many ideas you once 
had to pound home. So, please, less 
pounding and more assumption. So 
much for underestimating your ad- 
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Toledo, Ohio 
Toronto, Ont. 
Tyler, Texas 
Vancouver, B. C. 
Washington, D. C. 
Woodstock, Vt. 


Atlantic Paper Co. 
Louisiana Paper Co., Ltd. 
John Carter & Co. 


‘Capital Paper Co. 


Tampa Paper Co. 

Louisiana Paper Co., Ltd. 
Millcraft Paper Co. 
Whyte-Hooke Papers 

Etex Paper Co. 

Columbia Paper Co., Ltd. 
Barton, Duer & Koch Paper Co, 
John Carter & Co. 


November 1959 + Qi 99 





Idloness ts only the 


refuge of weak minds, 


EARL OF CHESTERFIELD 1694-1773 


| don’ t get it. Does he mean that every 
kid to whom we give a pass (2x a day 
yet) and a 1, 2 or 3 week vacation is 
a bird brain? Why, we even let our 
machines rest for a while so we can 
oil, grease and polish ‘em for the next 
job. How did that guy ever get such 
a rep. in the Overcoat business? 
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= SOUTH WABASH AVENU Since 1919 
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NATURAL COLOR POSTCARDS, 
SELF MAILERS & BROADSIDES 


. 
, we ws 


owe 


Plastichrome® reproductions have won the 
Lithographers National Association Award for 
5 straight years. This means you buy the very 
best — each postcard in vibrant 4 color 
process to give extra impact — more realism. 
Plan a color postcard promotion in your next 
campaign, supplement it with Plastichrome 
natural color brochures, broadsides and 
catalog sheets. The cost is amazingly low — 
the results fantastically high. 

And remember — Plastichrome® by Colourpicture 
gives you all these extras: 


Complete creative service 
est quality of the industry 
| color proofs at no additional charge 
assures satisfaction 
Prompt, on-time delivery 
Low prices — a complete campaign for less 
then 1¢ each. 


Write for FREE Merchandising Kit 
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versary. Mr. K. never does it; nei- 
ther should we. 


> Another lesson Nikita Khruschev 
can teach us is the simple, rather 
terrible one that there is a time for 
discussion and a time for decision 
—a time to consult with one an- 
other and a time to strike as if with 
one arm directed by one mind. It 
is seldom mentioned, but democ- 
racies win their wars only when 
they cease being democracies. In 
the U. S. during a time of crisis, the 
Commander-in-Chief seizes the 
reins of authority with the full ap- 
proval of the Congress—and the 
country operates as a dictatorship 
until the national emergency is past. 
It is regrettable, but true, that con- 
sultation, discussion and debate, the 
precious handmaidens of democra- 
cy, are poor warriors—almost al- 
ways slow and indecisive, often 
playing into the hands of the enemy. 


It is unnecessary to the point of 
being ludicrous to say that Mr. 
Khrushchev knows how to be a 
dictator. But it is necessary to the 
point of being a professional scandal 
to say that direct mail seems not to 
know how to act simply, swiftly and 
as if directed by one mind. 

We yawn at the triteness of the 
observation that everybody thinks 
he can write, instead of getting 
angry at it and insisting that non- 
writers butt out of our business. 
We let every vigorous executive 
with a loud voice and a hold on the 
president’s attention override our 
suggestion on pricing, timing, fre- 
quency. And so everybody keeps 
counting himself “in” as a direct 
mail expert. 

We suffer this rule by committee 
year after year to the detriment 
of every direct mail campaign we 
produce. I saw one of those cards 
once—you know, the printed wise- 
cracks that people thumb-tack to 
their walls—that said, “Any meeting 
of more than two people is a device 
to frustrate action.” I would go 
farther in this matter of getting ap- 
provals for direct mail, and say 
“Any system that requires more 
than one okay from management is 
a device for crippling effectiveness.” 


Show a unit of direct mail (or 
of any advertising for that matter) 
to two men in management and 
odds are that you'll get two ele- 
ments added to your project, two 
new copy thoughts, two new illus- 
trations, two new format or pricing 
suggestions. Show it to six men and 
six new elements will be added. 
Each one, in the phrase of the or- 
ganization man, “wants to make a 
contribution.” He just can’t okay 
the piece. What do you think he is? 
—a rubber stamp? And so he adds 
something. None, of course, ask 
that you remove anything that any- 
one else has added—that would just 
get a fellow-officer sore. 

All this adding adds up to a sub- 
traction—a subtraction in effective- 
ness. And so too much of our direct 
mail has too much copy in it, or is 
too involved, or somehow has come 
to have a patch-work, piggy-back 
look—as if it were trying to say and 
do too many things at once. Why 
don’t we take a stand this year— 
and make our bosses keep things 
simple. 


> There is a truth about direct mail 
that applies with special force to 
the visitor from Soviet Russia: no 
matter how good the promotion 
may be, if the product isn’t up to its 
claims, the enterprise is a failure. 

The product Mr. Khrushchev is 
trying to sell us is not, in this case, 
Russian Communism, but Russia’s 
foreign policy. Up to now, it has 
been a product none of us would 
buy. Has he changed it? Does he 
mean at last, perhaps, to meet us 
at least part of the way? We shall 
see. And until we find out just what 
product he is offering, I see little 
danger of our falling for his often 
very persuasive promotion and sell- 
ing. 

Let’s put direct mail back in the 
hands of people who really under- 
stand it. Let’s keep it personal, in- 
dividual, restrained and in good 
taste; let’s be dramatic but per- 
sistent, and let’s have respect for 
our markets and stop talking under 
their heads. And, above all, let’s 
stop trying to hedge by getting 
okays from everybody everywhere 
before we dare to move. 

Let’s be like the Japanese friend 
of Anne Morrow Lindbergh who 
said: “The bamboo is for prosperity, 
the pine for long life, the plum for 
courage—” 

“But why the plum for courage?” 
asked Mrs. Lindbergh. “I picture 
courage as a great oak... .” 

“Yes, yes,” answered her Jap- 
anese friend. “The plum for cour- 
age, because the plum puts forth 
blossoms while the snow is still on 
the ground.” 44 





Holiday Mailers... 


Still Time To Dress Up 
Your Christmas Letters 


You can give your mail an extra 
fillip at Christmas by taking ad- 
vantage of the colorful 8x11” holi- 
day letterheads designed for this 
season. 

Two of the companies offering 
sample kits and catalogs are listed 
below: 


Letterheads 
and Cards 


Christmas letter- 
heads and_ cards 
are shown in a 
sample kit now available from the 
Rylander Co., Chicago. 

The folder contains an assortment 
of full-color lithographed letterhead 
ideas, twin-design envelopes and 
steel engraved letterheads for 
Christmas. Also included are sam- 
ples of natural color lithographed 
and high-gloss type Christmas cards 
ready for message imprinting plus 
suggested letter copy and card 
sentiments. 

+ for more details circle 1111, page 133 


Stock for 
Holidays 


A catalog showing 
a variety of holiday 
letterheads and 
matching envelopes is available 
from National Creative Sales Inc., 
New York. 

Lithographed in full color, the 
letterheads are on standard 81x11” 
sheets. The envelopes are size 9 
(334x834) and first class only. 
Matching bulletin forms can also 
be obtained. All items are in stock, 
ready to ship. Other items in the 
catalog show the rest of the com- 
pany’s current line of pre-printed 
mailers. 

- » for more details circle 1112, page 133 


Season’s Greetings 
With Poor Richard 


A simplified Christmas greeting 
idea is the “Poor Richard” card in- 
troduced by Relief Printing Corp., 
Boston. 

A 356x544” folder with a simple 
“Merry Christmas” in red relief 
process on the cover, the “Poor 
Richard” card has the inside die cut 
so that your business card snaps in 
with plenty of room left over for a 
personal message. The inside cover 
completes the greeting with: “And 
Best Wishes for a Happy New 
Year.” All cards are delivered with 
matching envelopes. 

Prices for the Poor Richard cards 
range from $3.25 per 100 to $24.50 
per 1,000. 

Also available from this company 
are season’s greetings business cards 


engraved in red and green with a 

choice of two holiday designs. Prices 

for the business cards range from 
$4.75 for 250 to $13.55 for 1,000. 

Complete information is available. 

+ « for more details circle 1113, page 133 


Mcintyre Report Describes 
U.S. Telephone Households 


A comprehensive study of the 
country’s 36.5 million telephone 
households has been issued by O. E. 
McIntyre Inc., New York. 

Basic data in the report were 
gathered from interviews of ap- 
proximately 27,000 households; then 
projected to national totals by the 
Bureau of the Census. 

It includes information on income, 
occupations, ages, number of chil- 
dren, length of residence and other 
characteristics pertinent to market 
research. 


> With approximately three-fourths 
of the 50,402,000 households in the 
United States having telephones, 
the McIntyre report shows that this 
group shows a definite tendency to- 
ward higher income and more sta- 
ble family units than those with- 
out telephones. 

Median income of _ telephone 
households was $5,342 while me- 
dian income of  non-telephone 
households was $2,570. 77% of the 
households with the head of the 
family in the 35-54 age bracket 
had telephones, while only 47% of 
the households with heads under 
25 years had telephones. 70% of 
the four-person households had 
telephones, but only 60% of the 
one-person households had tele- 
pones. 


> Requests for copies of The Mc- 
Intyre Report on the Characteris- 
tics of Telephone Households 
should be made to Edward Mac- 
Neal, Research Director, O. E. 
McIntyre Inc., 375 Park Av., New 
York 22. 44 


Dunhill Service Aids 
Local TV Campaigns 


Direct mail and tv have been 
neatly joined in a new service in- 
troduced by the Dunhill Interna- 
tional List Co., New York. 

Designed to aid tv advertisers 
planning campaigns in a certain city 
or group of cities, the service pro- 
vides a selected mailing list of re- 
tailers and/or wholesalers in the 
priaary marketing area of that 
particular tv station. 

Complete information is available 
from Dunhill International List Co., 
444 Fourth Av., New York 16. 44 
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mSION ENVELOPE 


SION ENVELOPE 


TENSION © 


RETURN ORDER 
ENVELOPE 


It’s the new Tension creative 
design return envelope created 
to sell a hitchhike item on the 
outside. Here’s a new way to 
sell more and different mer- 
chandise along with that on 

our insert. It’s a merchandis- 
ing method tested and proved 
by numerous direct mail users. 


When a customer is enclosing 
his money in the envelope, he is 
in a buying mood. A mood you 
don’t want to miss! A Tension 
envelope offering your hitch- 
hike “impulse” item can boost 
the size of many of your sales. 


HAVE YOU SEEN..."The Influ- 
ence of Envelopes,” a fascinat- 
ing 28-minute, full-color sound 
movie. Available free to serv- 
ice clubs, etc. Write for details, 


FREE SAMPLES 


Let us send you free samples of many 
Tension “Hitchhike” item envelopes 
now being used in your industry. 
Please enclose copies of your own 


, business reply envelopes, 


Tension Envelope Corp. 
815 East 19th Street 
Q Kansas City 8, Missouri 


Send me without obligation free sam- 
ples of Tension “‘Hitchhike’” item 
return order envelopes. 
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HOW TO MAKE 


STATISTICS FUN 
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Statistics may be boring to some 
but you can attract interest and attention 
by giving them that special French touch 


By Maurice Bensoussan 


“The first function of a direct 
mail piece is to gain the attention 
of the recipient.” This truth, trite 
though it may seem in the United 
States, is not always accepted in 
France, where far too often one 
sees promotion pieces without any 
special feature to attract attention. 

So when one sees a promotion 
campaign which meets the best 
American standards of production 
and attention-getting, it is worth 
taking a good look at. 

Jean Dominique Laurent, sales 
promotion manager of Regie 
Presse, one of France’s most im- 
portant publishers’ representatives, 
was given the assignment of pro- 
moting the results of a nation-wide 
readership survey. His audience 


was. advertising managers’ and 
agency executives, people who are 
inundated with paper and litera- 
ture for which they have no time to 
read, and with folders which have 
nothing in particular to make them 
noteworthy. 

Mr. Laurent decided to leave the 
beaten path to give his statistics 
a character of sufficient power to 
make them stand out among the 
regular mail. To do this, he called 
upon every resource in the de- 
signer’s portfolio, including size, de- 
sign, art and ingenious die-cutting 
and folding. 


e Take the rather smug lion, pic- 
tured at the top of the page, as 
an example. The mailing piece was 
2242x114” in size. As the recipient 
pulled it out of the envelope, all he 





| GY Centre-est 


Rhone 


wmce absolve 


saw was a pair of purple checked 
trousers, whose owner had appar- 
ently disappeared through a gaping 
elliptical mouth. As you pulled out 
the legs, the body, under the head- 
line “Le Progres tells you all about 
its readers,” gave an analysis of its 
1,025,000 circulation. Finally you 
got to the smiling face of the one 
who was swallowed. The body of 
the lion, by the way, was of brown 
burlap which had _ been _photo- 
graphed. 


@ Moving counterclockwise around 
the page, consider the calendar is- 
sued by Regie-Presse for 1959. Oc- 
tober, shown here, is in yellow, 
brown and red, and is for the Lille 
newspaper Nord-matin. Other 
pages, equally free in art approach, 
support others of Regie-Presse’s 
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Die-Cut Whimsey . . . These paper dolls carried a message for the magazine ‘Elle.’ 
They folded down to a single figure, envelope-size, with the punny slogan on the 
front: ‘ELLE vous dit tout sur elles,’’ or ‘SHE tells you all about she’s.” 


stable. The actual size of this wire- 
bound calendar is 274%2x9%4”. In 
1958, the calendar was an oval. For 
1960, nobody except Mr. Laurent 
knows, but many an advertising 
man is looking forward to giving 
it a place of honor because of its 
predictable originality. 


e The piece on the bottom of the 
page is the inside spread of a 
four-fold, 6%x9%4”’, which opens to 
a 25’ size. In full color, the design 
is worked out with pieces of cloth 
and paper pasted down. This piece 
was for Paris-Presse lIntransige- 
ant. 


© Sometimes you can get effect by 
reducing the size of your piece, 
rather than by giantism. Such is 
true of the miniature booklet is- 
sued on behalf of France-Dimanche, 
shown at the bottom of the page. 
Little wider than a matchbook, the 
booklet gains animation through 
the use of a pull tab which helps 
carry through the message. The 
slogan above the busy reader says 
“I tip my hat to France-Dimanche” 
and when the tab is pulled, the hat 
is tipped, revealing this addition to 
the message, “and its 1,896,000 
readers.” The inside of the booklet, 
of course, goes into more details. 


e The colorful sun is one of the 
largest pieces to come from Mr. 
Laurent’s fertile brain. Closed, it is 
164%” across; opened, it stretches 
more than 27”. Done with colored 
crayon, in a child-like scribble, 
each of the curved rays carries a 
fact about the readers of Le Pro- 
vencal, 


@ One of the cleverest designs was 
prepared as a house promotion, and 
was a two-part mailing. The first 
showed a businessman at his desk, 
with a sallow pink complexion, 
holding a notebook. This was die 
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cut, and when the booklet, on card 
stock, was opened, it showed the 
same man, relaxing at a seaside re- 
sort. The die-cut fit this drawing 
as well. 

The text read, in part, “Have a 
good vacation! But don’t forget 
your clients; even during vacations, 
they are still your clients! And 
they read publications; they read 
them even more carefully.” The 
fourth side listed the publications 
represented by Regie-Presse. 

The second mailing used the 


same artwork and diecutting as the 
first, except that the vacationer was 
on the first page, and the man at 
his desk on the second. Now, how- 
ever, his complexion was healthily 
suntanned. 

The message here ran, “Welcome 
back! Regie-Presse wishes you a 
good business year and helps you 
achieve it by placing at your dis- 
position a harmonious team of sup- 
porting publications with great 
drawing power .. .” and lists the 
publications again on the fourth 
page. 


e The booklet with the cyclist was 
aimed at those wishing to appeal to 
sports fans. The slogan is “1,000,000 
people read, every Thursday, the 
sports pages of Provencal.” In three 
colors, using both art and photog- 
raphy, the booklet tells the story 
of the extensive editorial coverage 
given by this paper. 


> Since these mailing pieces, and 
others not shown here, are sent 
to basically the same list of space 
buyers and advertising managers, 
it is necessary to vary them in feel- 
ing. The order of sending them out 
is used to create contrasts, to make 
each mailing something new. This 
can be done, according to Mr. Lau- 
rent, if you think to the heart of 
the matter, and determine the 


salient point of each. 44 



















tion is available. 


Announcing . . AR has just produced an important new 
booklet listing all of the major promotional events scheduled 
for 1960. This 16-page handbook is, in reality, a pre-print 
of the regular Promotion Almanac columns which will be ap- 
pearing in AR during the coming months. 

Here, combined in a single, one-source reference manual, 
are nearly 400 special days, weeks and months ranging from 
“‘National Ragweed Control Month"’ to ‘National Make It 
Yourself with Wool Week."’ With each listing is the name 
and address of the sponsor from whom additional informa- 


Copies of this handy 6x9” reference manual can be or- 
dered at $1 each from Reprint Editor, Advertising Require- 
ments, 200 East Illinois St., Chicago 11. (Quantity discounts 
available.) Just ask for Reprint No. 281 and be sure to en- 
close payment if your order totals less than $2. 





$1 Ways to a Successful 
Newsletter Program 


A newsletter can be a powerful 

direct mail piece, with interest and 
continuity, for internal or external use. 
Here, from Mailograph Co. Inc., New York, 
are 81 points to guide you to success. 


For your employes: 


Purpose: To establish a mutual understanding be- 
tween labor and management for closer cooperation. 


1. Explain company aims and policies. 

2. Interpret company’s position in industry. 

3. Define objectives of the business. Give a clear un- 
derstanding of the purposes. 

4. Talk about products or services company offers to 
its customers. Show what customers want and how 
company goes about supplying customers’ needs. Ex- 
plain the important part each employe plays. 


5. Promote closer cooperation between employes. 
6. Create aura of a one-family feeling among em- 
ployes. 

7. Make employes become better acquainted. Fea- 
ture news about them and their attitudes and ac- 
complishments. 

8. Improve morale of employes. Increase their re- 
spect for themselves and for their co-workers. 


9. Stimulate interest of each employe in his organ- 
ization and his part in it. 

10. Humanize activities of departments. Present 
news about departmental personnel. 

11. Encourage safety and efficiency. Circulate infor- 
mation that will help them do their work better, 
more safely, more easily. 

12.: Explain marketing structure of organization. Give 
employes background of organization and informa- 
tion about company products in use. Make them un- 
derstand how advertising and promotion work for 
growth of company and how they will benefit. 

13. Encourage learning and employe self-develop- 
ment. Give them data about products—how it came 
to be, from idea stage to final distribution . . . steps 
in manufacture. 

14. Illustrate potential for employe progress. Dis- 
seminate facts that affect business prospects, their 
futures. Keep them enlightened regarding broad 
problems that affect their livelihood. 


For your sales organization: 


Purpose: To stimulate sales by improving under- 
standing and cooperation between company and sales 
organization. 


15. Win support for your sales program. Describe 
the program. Explain the sales policies. 


16. Present selling ideas and suggestions that will 
increase sales and improve service. 

17. Present plans that will help dealers sell more of 
your products. 


18. Give product information. Acquaint sales people 
with facts about products. Feature information of 
interest and value. Supply data on new products. 
19. Interpret new products or new developments in 
terms of opportunities for the dealer, distributor, or 
salesman. 

20. Talk about established products in terms of new 


uses or sales approaches that will help the selling 
organization. 


21. Include inspirational and educational articles. 
22. Stimulate sales people to greater efforts. Report 
on accomplishments and selling techniques of others 
in the field. 

23. Report events of general interest such as indus- 
try or association conferences and conventions. 

24. Discuss trends, market conditions, current de- 
velopments in the business. 

25. Devote a column to interchanging ideas and ex- 
periences of sales people. 

26. Relate dealers’ success stories. It will inspire 
others to do likewise. 

27. Stimulate leadership in sales thinking with ar- 
ticles on sales opportunities. 

28. Present news about unusual installations, big or- 
ders or contracts. 

29. Include articles that reveal recognition of serv- 
ice and loyalty. 


30. Give full coverage to news about advertising, 
sales promotion, and merchandising. 

31. Picture current advertising and sales promotion 
material. 

32. Stimulate competitive spirit in the entire sales 
organization. Give news of contests, prizes, bonuses, 
honor rolls. 

33. Discuss material that will enable dealers to tie- 
up with advertising. Selling hints, ideas for display, 
direct mail helps, incentive plans that will help sales 
organization sell more. 

34. Devote special issues to sales meetings. 


35. Include articles about sales training programs or 
courses. 


For customers and prospects: 


Purpose: To build up more and new business by 
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Newsletters 


81 Ways to a Successful Newsletter Program 


improving relations with the people who make up 
the market for your product or service. 


36. Enhance the reputation of your organization. 
Make your newsletter reflect how thoroughly in- 
formed you are in your field. Let your reader know 
how well you understand his needs. 

37. Make readers aware of character and integrity 
of your organization. Show intimate glimpses of how 
your organization works. Get them to know you. 
38. Present pertinent articles on technical or statisti- 
cal subjects that will establish the newsletter and you 
as an authority in the field. 


39. Offer practical information of practical value. 
Present ideas that can be used with profit. 

40. Excite interest in your product or service. 

41. Make use of romance articles that appeal to in- 
terest and imagination. They do not have to be re- 
lated to your business or product. 

42. Use dramatized stories of product in use under 
unusual conditions. Write so that you answer pros- 
pect’s question, “What will it do for me?” 

43. Make customer and prospect fully aware about 
your product, or service ... what they are . . . what 
they will do... where they can buy. 


44. Acquaint customers and prospects with facts 
about your products or services that will help them 
use product with greater satisfaction. 

45. Relate case histories slanted to reader problems. 
46: By means of testimonials and pictured reports 
of installations or performances, prove the worth 
of your products or services. 

47. Inform customers of all use possibilities of prod- 
uct. Widen chances for the sales of your products 
or services. 

48. Invite questions of help that your readers may 
have in mind. 

49. Merchandise your space advertising program. 

50. Give technical and statistical information re- 
lating to manufacture and use of your products when 
this type of information is pertinent for your readers. 
51. Be a source of news for your industry or field. 
52. Discuss, analyze product developments, new 
trends. Interpret market statistics, make forecasts. 
53. Quote or summarize articles from business papers 
in your industry, or related to your field; or from 
business papers in other industries that have some 
bearing on your business; or from government re- 
ports; or from general magazines. 


General Check List: Before You Start! 


54. Have a full understanding of what you want to 
accomplish. 

55. Draw a profile of your reader. Know his interests. 
Know what he wants. Know his job and his work 
habits. 

56. Draw up a fine outline describing the complete 
marketing picture of the industry you serve. This 
helps you determine what material you should in- 
clude in your newsletter. 

57. Decide on the best possible format. Pocket-size is 
preferable for an employe newsletter .. . 8%x11” 


is most popular size for the external newsletter in- 
tended for the sales organization, customers and 
prospects. Four to eight pages are usually sufficient. 
A single column newsletter is ideal for the newsy 
or narrative type . . . use two or three columns when 
you constantly use pictures, statistics, feature ar- 
ticles, etc. 

58. Plan on use of technical data if your readers are 
technical people whose essential interests are in tech- 
nical discussions of subject. 

59. Plan on a general though practical approach if 
your audience consists of business men. Articles 
could be on financial, statistical or related business 
subjects. 


..- and Once You Start! 


60. Always remember who the people are to whom 
your newsletter is directed. 

61. Always remember the impressions and _ ideas 
your company wants to leave with these people. 
62. Always remember how you can best present 
these impressions and ideas. 

63. Always remember, the format for the material 
you're writing should be one that will be read most 
conveniently by your reader. 

64. Write copy to one individual. Remember that 
only one person at a time can read your newsletter. 
65. Be instructive and informative on products, etc., 
but not pedantic or boring. Always make it interest- 
ing. 

66. Get your stories across by example instead of by 
preaching. 

67. Be inspiring, be creative, but be practical. 

68. When subject requires you to be technical, keep 
in mind you're not writing a catalog page. 

69. Apply low-pressure selling when selling is in 
order. 

70. Be simple and natural in style, but not to the ex- 
treme point of being casual. 

71. Adopt a newsy style of writing. 

72. Write in language that your reader will easily 
understand. 

73. Relate your case histories in terms of benefits to 
the reader, showing how he can save time, labor, 
money. 

74. Stick to subjects that have a quality of genuine 
interest. 

75. Don’t concentrate too much on products. 

76. Be selective when you collect and digest other 
industry data for your readers. 

77. Do include items or incidents that have a hu- 
morous and interesting appeal. They help add color. 
But do so with a great deal of care, and only if you 
are sure of your ground. 

78. Use philosophical and human interest stories, 
but when you do apply the highest degree of dis- 
cretion. 

79. Keep your mailing list up-to-date. 

80. Issue a newsletter only if you’re properly staffed; 
or if you’re able to employ professional counsel. 

81. Lastly, if you embark on a newsletter program, 
stay with it on a continuing and regularly scheduled 
basis. 





On the Spot Inspection 


ee a 


. . « D’Arcy executives and printing production personnel can 


see just how posters will look, once it is up on the board located on the parking lot 
of Western Printing & Lithographing Co.’s St. Louis plant. 


D'Arcy Advertising Co., St. 
Louis, one of the largest users 
of outdoor advertising, has 
worked out special techniques 
and equipment to make sure 
that its posters meet its high 
standards. 


By Mildred Weiler 


How to see a 24- or 30-sheet 
poster exactly as it will look after 
it is posted, but while it is still in 
the art stage, is a problem solved 
by D’Arcy Advertising Co., with 
the cooperation of its supplier, 
Western Printing & Lithographing 
Co., St. Louis. 

A piece of art two feet long often 
looks entirely different after it be- 
comes a 22’ long poster. Messages 
sometimes look too short, or too 
long, and colors are not what the 
eye originally envisioned. 


> Edward L. Zimmerman, produc- 
tion manager, D’Arcy Advertising 
Co., one of the largest users of 
posters in America, says they real- 
ized that if they could work out 
a system whereby they could see 


the artwork exactly as it would 
look when posted, it would be a 
big step forward. 

“It takes a lot of work and ex- 
pense to make a poster,” he said, 
“and then to explain your disap- 
pointment after it is posted by say- 
ing, ‘Had we known this or that we 
would have made certain changes, 
doesn’t help much.” 


>» After discussing the problem, the 
production staffs of both D’Arcy 
Advertising Co., and Western Print- 
ing & Lithographing Co., St. Louis, 
decided the solution involved three 
steps: 


1. Construction of a machine that 
projects layouts or finished art to 
the exact size attained when 
printed and posted in full color. 


2. Construction of a second ma- 
chine whereby art is projected and 
viewed from the various angles and 
distances for the actual number of 
seconds it can be seen when travel- 
ing in an automobile at 30 miles an 
hour. 


3. A viewing board on the parking 
lot of the Western Printing & 
Lithographing Co., so the D’Arcy 
executives can have a final look at 
the poster under outdoor condi- 


How to 
Pick a 
Poster 


tions and discuss final corrections 
with the printing production staff 
immediately available at the spot. 


> The printing company executives 
accepted the challenging problem 
and built machine number one, 
which is an optical device that takes 
a poster sketch, or final art, regard- 
less of size, and projects it onto a 
viewing screen to either 24- or 30- 
sheet size. Preliminary sketches are 
often viewed first to see if various 
components and messages, when 
projected to full poster size, are 
right. 


When color artwork, which may 
be an oil painting, photography, or 
any other medium, is projected to 
full poster size, colors are checked. 
Masses of color, for instance, often 
look quite different in the full size 
poster as compared with smaller 
areas in the original art. 


> Machine number two, also built 
by Western Printing & Lithograph- 
ing Co., is a series of lenses which 
presents a colored poster first as you 
see it at 500’, or any lesser dis- 
tance, and then increases the size 
of the poster at the rate and for 
the period of time it could be 
viewed if you were looking at it 
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Ag 2 Me 


KNOWN same 


TD SASHOWN name 


Tcl. A. --economically with 


TLD Loe ores 


These magnificent, modern 
Logo Drapes are the perfect 
prestige way to fix your name or 
trademark firmly in the viewer's 
memories — SUBTLY YET 
INDELIBLY! 


Amazingly low in cost... 
extremely flexible... 
versatile ...eliminates need 
for professional display men. 


Excellent for Exhibits 
Conventions + TV Backdrops 
Showroom and Window Drapes 
Over 100 Other Uses 


FLAMEPROOF AND DRY CLEANABLE 


Send for FREE sketch of 
your name or trademark 
in fabric design. No 
obligation. Also FREE 
colorful idea booklet on 
logo drape displays. 


f 


—— . | 


HOLLYWOOD BANNERS logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 


116 East 32nd Street New York 16, N. Y 


TELEPHONE: OR 9-4790 


KEEP YOUR 
SALES 
MESSAGE 


IN SHARP FOCUS 
LONGER 


e Litho or screen process 
e Any size, shape or type 
e Plain or reflectorized 

e Volume production 


R Y B E RTSON S IGN COMPA N Y 


110 + Qi + November 1959 








as you proceed toward 
miles an hour. 


it at 30 


> While a viewing board for posters 
is not uncommon, Mr. Zimmerman 
points out that this one is unusual 
because it is on the poster pro- 
ducer’s property where the adver- 
tising executives have the printing 
production staff immediately avail- 
able to them. He pointed out an 
example where the arm of a girl 
appeared too dark when viewed in 
the test posting. “Because the view- 
ing board was at the poster pro- 
ducer’s plant we could call out the 
men working on the production of 
the poster and make a spot correc- 
tion of colors,” 


> D’Arcy Advertising Co. believes 
it is one of the most active users 
of color photography in posters. It 
was use of this new technique for 
the Budweiser beer posters—one 
and sometimes two posters a month 
—that stimulated the creation of 
the three-step viewing system. 

Without this system and the close 
cooperation between agency and 
printer, the current Budweiser 
Pick-a-Pair poster might not have 
been possible. A red on red pro- 
duction, the color in large masses 
had first to be of a specific shade 
to be identifiable as Anheuser- 
Busch brewery red, and then in 
such tones that the red on red 
would contrast enough to create a 
third dimension. 

From sketch to art the colors 
were viewed in the machines and 
corrections made before the final 
print stage. At the printing plant 
the large masses of background 
red could have presented a breath- 
ing problem if laid on too thickly. 

With the aid of electronic de- 
vices, the printer determined the 
right screen of yellow and red, 
overlaid with a special solid red, 
which was intense enough for the 
purpose but did not seal the pores 
of the paper to such an extent it 
would pop off the boards. 


> Although photography has been 
used in the Budweiser posters for 
the past 34% years, Gene M. Kowall, 
vice-president and executive art di- 
rector of D’Arcy, does not believe 
every poster should use photog- 
raphy in preference to artwork. 
However, with the coming of tv, 
audiences are accustomed to seeing 
people, rather than images, in their 
own minds, or drawings of what 
someone thinks people look like. 
For this reason, Mr. Kowall feels, 
color photography provided the 
realism and believability that the 
Budweiser theme, “Where There’s 
Life,” required. Besides color 





photography, the greater impact of 
30-sheet poster size has also con- 
tributed to the success of the out- 
door campaign. The three-step 
viewing system has helped assure 
quality control. 

The red on red Pick-a-Pair poster 
was produced from an 8x10” Ekta- 
chrome. Art director Kowall, of 
course, begins with roughs, sketch- 
es, and as many as twenty different 
layouts before the idea for the color 
photo is finally determined. The 
photographing is done in New York 
studios, with Mr. Kowall always on 
hand to see that the models and 
accessories produce the emotion re- 
quired. 


> The greater area available on a 
30-sheet poster must be kept in 
mind while manipulating elements 
of the photography. A tracing made 
from the image on the ground glass 
of the camera is often helpful in de- 
termining area relationships. Crop- 
pings and color tones are marked 
on the Ektachrome and a dye trans- 
fer print made. Any retouching is 
done with dyes rather than paint. 
All retouching is done by the agen- 
cy’s trained artists under the art 
director’s supervision. 

The 30-sheet posters are printed 
at Western Printing & Lithograph- 


ing Co., on a 72” Harris offset press 
especially adapted for poster print- 
ing. The pieces are automatically 
collated so that the sections are in 
the exact order in which they are 
to be posted. 44 


Porcelain Enamel Signs 
Gain Light Reflector 


A new permanent reflectorized 
surface for porcelain enamel signs 
of all types has been introduced by 
California Metal Enameling Co., Los 
Angeles. 

Marketed under the trade name 
“Porcelite,’ the material contains 
minute, imbedded glass spheres in 
a matrix of highly opaque, thin 
ceramic glass. 

A special ceramic glaze holds the 
reflective beads and porcelain in a 
permanent union and also provides 
a uniform, reflective surface under 
the stimulus of headlights or other 
illumination at night. 

The Porcelite finish is fine tex- 
tured, smooth to the touch and 
easily readable since the sign mes- 
sage is screened over the smooth 
beaded surface and fused directly 
into the glass itself. According to 
a series of tests by the State of Cal- 


ifornia Division of Highways, the 
material’s reflective ability ranges 
up to 12 foot-candles of light at 100 
feet. 

Additional information is avail- 
able from California Metal Enamel- 
ing Co., 940 N. Fairfax Av., Los 
Angeles 46. 44 


Ceiling to Floor Displays 
Spotlight Holiday Season 


A variety of holiday display ideas 
are illustrated in a catalog released 
by New England Decorators’ Sup- 
ply Co., Boston. 

Almost all of the displays shown 
in the catalog are of the small, dec- 
orative variety including chandelier 
displays, and counter, wall, or post 
wreaths and trees. Prices range 
from $11.50 to $137.50 for the dis- 
play units shown. 

The catalog also lists prices for 
the company’s artificial Christmas 
trees. Prices for these range from 
$14.75 for the 4’ size to $69.50 for 
the 8’ unit in the green, white, or 
Colorado blue spruce models. Me- 
tallic trees in green, gold, or silver 
are also available in a price range 
from $29.75 to $79.75. 

+ + for mere details circle 1114, page 133 





A single face plastic sign in any height 
to 6’, with no limit on length, is at last 
available . . . at production prices. 
There is no need to settle for a 3’x10’ 
sign when you can have one 
5’7” x13/11”, at a price far lower than 
you would pay for a comparable 
custom-built sign. Here’s why: 
No mold charges: You pay no pre- 
mium for small orders. Buy one sign or 
100. You can change copy on every face. 


Embossed letters: Copy and 
corrugated background are vacuum- 


70 Gray-Rexall Drug stores attract customers with Hanover signs. 


NOW: A sign with custom flexibility at production prices 


Hanover single face plastic signs give you new freedom of design 


embossed simultaneously by our exclu- 
sive press. Letters stand out, provide an 
arresting 3-D effect. 


Lock -light construction: Your sign 
has a one-piece look, regardless of 
length. Seams are virtually invisible; 
there are no gaps to spill raw light. 


Copy selection: Trademarks and logo- 


types can be embossed, at no extra cost. 
You can choose any style lettering and 
any 3-color treatment (background is 
one color), at no extra cost. 

Your letter or phone call will put 
our 29 years of experience in sign coun- 
seling at your service. Address Hanover 
Neon Electric Corporation, 769 N. 
Fourth St., Columbus 8, Ohio. 


TO HELP YOU PLAN: Ask for our brochure, “Put more ‘Pull’ in your sign program.” 


HANOVER... tier good son 
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By Ken Berglund 


Showmanship in store displays is 
providing welcome sales increases 
for an aggressive group of Twin 
City food stores that has recently 
adopted mechanical robots to en- 
courage more impulse buying. 

Comic human figures and ani- 
mals that move their eyes, turn 
their heads and even twitch their 
eyelids have proved very successful 
in stopping the shopper and build- 
ing volume at the checkout coun- 
ters. 

Imported from Germany, the ro- 
bots have been modified for store 
use by Alec Seymour, Twin City 
display man. Several food brokers 
and manufacturers in the area have 
purchased robots for rotation among 
their food outlets. 


> The appeal of the animated robots 


i 
‘ 


Robots in Use 
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. « « Three of the units which attracted atten- 
tion at Southland, Minneapolis. A Swiss music box provides 
the sound for the three-piece band. Hugo the Hippo talks 


Robots that Sell 


Mechanical robots have a fascination 
for children and adults alike, 
and can help build traffic and sales. 


has surprised many food store own- 
ers and managers. 

D. O. Neitzel, manager of the 
Hove’s Food Market in Highland 
Park, St. Paul, reports the robots 
are “exceptional traffic stoppers.” 

“We've used as many as 25 to 30 
of the robots during a single two- 
week period. Now we're using two 
to four of the units on a more or 
less regular schedule. Our results 
have been very good. I would say 
these robot displays should increase 
sales of just about any product 15 
to 25% over normal turnover,” he 
says. 

A valuable side benefit is the 
customer comment aroused by the 
robots, Manager Neitzel states. This, 
of course, gets word-of-mouth ad- 
vertising working to the store’s ad- 
vantage. 

“These robots definitely stop the 
shopper,” he reports. “Customers 


pause a moment or two and then 
often select an item from the dis- 
play. We’ve repeated the robot pro- 
motion, too, and the appeal seems 
just as strong as during the initial 
showing.” 


> Echoing these sentiments is Mel 
Roth, owner and manager of King- 
pin Foods in Suburban St. Paul. 

He cites, as an example, a cow 
and milkmaid robot installed with 
a display of dry skim milk. While 
the display was operating, sales of 
the product increased to ten cases 
as compared to a half case normal 
turnover. 

The end display proved to be a 
strong shopper attraction as the 
busy milkmaid “milked” the cow 
with life-like movements of both 
hands. Milk seemed to appear in 
the pail and the cow moved its 
head, twitched its ears and uttered 


things over with visitors, controlled by a concealed adult. 
Edgar the Elephant eats popcorn, fed to him by visitors. A 
vacuum system sucks up through his trunk. He is 11° tall. 
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MAKE GUGLER YOUR 
IDEA-HEADQUARTERS FOR: 
Island Displays . . . Mobiles . . . Streamers .. . 
Pole Signs and Station Displays . . . Display Cards .. . 
Display Packaging . . . Shelf Displays ... Labels . . . efe. 
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o~ ugler LITHOGRAPHIC Co. 


1339 NORTH MILWAUKEE STREET, MILWAUKEE, WISCONSIN 


Sales Offices: New York * Chicago * Seattle * San Francisco * Los Angeles * St. Louis * Atlanta * Detroit * Houston * Tulsa 
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At Point-of-Purchase . . . Some of the 
smaller robots are used to attract atten- 
tion to specific products. Both the burro 
and his rider move their heads, and the 
man also moves his eyes. 


an occasional moo to attract the at- 
tention of passing shoppers. 


> George Smith, manager of New 
Brighton’s Super Valu market just 
outside the Twin Cities, has used 
from 8 to 12 of the robots in his 
store and cites the public relations 
benefits of this type of display. 

“Personal contact with the cus- 
tomer is pretty important to us,” 
Mr. Smith states. “When you have 
the robots working in the store, 
they arouse questions and we have 
an opportunity to talk to the cus- 
tomer. It is an excellent way to get 
better acquainted. 

“We can count on a 50 to 75% 
boost on a slow item like prunes 
when we link up a robot to the 
product,” Mr. Smith estimates. “On 
faster moving items—like canned 
corn for example—we can get a 12 
to 15% increase over normal sales.” 


> Tests of various products with the 
robots have had interesting results. 
A clown robot who swings a hoop 
around a balloon was added to an 
end display and the price of peas 
on the display raised 11%. Yet 
sales of the higher-priced peas were 
more than 300% over previous sales 
for the same period. 

Other mechanical robots have 
been tested with two different 
brands of pork and beans. The sales 
of both brands rose to 1000% over 
previous sales. 


> Up to the present time, the robots 
have been mostly employed in the 
Upper Midwest. Their use is 


114 + @ * November 1959 


spreading in both the East and West, 
however. One food store chain in 
Boston and another in New York 
have used the robots to help move 
food products. The robots have also 
been booked in New Jersey and 
California food outlets. 

Alec Seymour—who works di- 
rectly with food brokers, whole- 
salers, retailers and manufacturers 
—sells or rents the robots depend- 
ing on the needs of his clients. 


> The robots are constructed of pa- 
pier-maché, re-inforced with metal 
or wood. Animation is produced by 
a series of cogs, wires and gears. 
End displays have been the most 
popular stage for the robots but 
they also can be used on gondola 
displays. 

The psychology of the robots is 
simple, according to Mr. Seymour. 
He phrases it this way: “Point-of- 
sale pieces should not be used to 
convince people that one brand is 
better than another. The display 
should make the buyer stop in front 
of something that he did not plan 
to buy and add to his ‘impulse’ 
buying.” 


> The most ambitious use of me- 
chanical robots occurred early this 
year in the huge Southdale Center 
in suburban Minneapolis. This spa- 
cious shopping area is all under one 
roof and one of its top drawing in- 
fluences is the regularly scheduled 
promotional events staged in the 
Center’s garden court. 

To build traffic during February, 
Southdale officials commissioned 
Mr. Seymour to stage a free circus 
with his robots in the courtyard. 
Well-advertised and publicized, the 
novel robot circus proved to be a 
prime attraction. Hundreds of peo- 
ple viewed the collection of mov- 
ing, “talking” animals and sales of 
Southdale stores were up sub- 
stantially. Family buying was ex- 
cellent all during the week’s show- 
ing. 

Valued at more than $25,000, the 
circus was dominated by Edgar, an 
11’ mechanical elephant with an 
electric light on his swinging tail. 
Edgar “eats” popcorn and as chil- 
dren fed his trunk, a concealed 
vacuum attachment sucked the 
kernels into his interior. 

Also outstanding in the 40-piece 
circus troupe was a life-like monk- 
ey band, a gay quartet that en- 
tertained with a horn, violin, drum 
and harp. Music for the group was 
provided by a concealed Swiss 
music box. 

A large number of the circus “ani- 
mals” are able to “converse.” Five 
attendants manned booths near the 
animals and spoke through tubes 


in the robots’ mouths. A one-way 
mirror permitted the attendants to 
see each young visitor but kept the 
talker hidden. 

One of the more elaborate robots 
—named Hugo the Happy Hippo— 
operates with four controls. Other 
favorites are Matilda, a mouse; 
Willie, a wolf, Tommy, a tiger, and 
Alec, a mechanical alligator garbed 
in a raincoat and hat. 


> The units are so well made that 
spectators frequently asked: “Are 
those animals actually stuffed?” The 
polar bear in the troupe in particu- 
lar looks like a real animal. In 
reality, the animal is covered with 
goat skin. Some of the robots have 
actual fur but most are made of 
reinforced paper-mache. 

To operate the circus requires 
seven to eight people. Four voices 
were needed for “talkers”; one per- 
son operated the elephant; one per- 
son acted as supervisor and one 
person served as a relief operator. 


Main advertising for the German 
animal circus was provided by a 
large ad run in the Minneapolis 
Sunday and Monday papers. This 
brought large crowds during the 
early part of the week. A re-run 
of the ad during mid-week kept 
crowds moving through Southdale 
right up to the closing of the show. 

Success of the Southdale show- 
ing has led Alec Seymour to plan 
for additional shopping center ex- 
hibits. And he plans on renting 
units upon request. “Talking ani- 
mals rent for $100 a day,” he states. 
“Edgar the Elephant can be ob- 
tained on a rental basis for $500 a 
week.” 44 


Display Ideas... 


New Materials Suggest 
Possibilities in 3-D 


With the fairly recent advent of 
new, “do-it-yourself” materials, 
even a small company can now 
benefit from the impact offered by 
a three-dimensional display. Among 
those materials growing in pop- 
ularity are the following: 


Sculpt-O-Fab 
Plastic Fabric 


This colloid-treated 
fabric material is 
sold in 25 and 50 
yard rolls in single or double 
widths. It can be used for drap- 
ing, sculpturing, or casting; is light- 
weight, unbreakable and can be 
weatherproofed. 

An illustrated folder from Ben 
Walters Inc. lists a step-by-step 
description of the method of han- 





TWO LITTLE CIRCUS GIRLS Painted by Auguste Renoir, about 1875. 


COLOR . . . SUBTLE OR SHOUTING . . . You'll get exactly what you want 
when you say, “Print it on Snoweave.” This is the popular Peninsular 
sheet that provides fine reproduction at high press speeds, and prestige 
appearance at modest cost. No wonder many of the largest advertisers 
specify Snoweave. To see for yourself, write for Kit “A” which includes 
samples of the varied types of jobs Snoweave can handle so well. 

This message is printed on 654 Snoweave Cover. Also stocked in 80/ 

cover and 70/, 807 and 100¥ text, in five sizes in brilliant white only 


PENINSULAR PAPER COMPANY . YPSILANTI, MICHIGAN 


Courtesy of The Chicago Art Institute * Potter Palmer Collection 


4. 
PENINSULAR 
SOVer stock specialists tor over 90 70%" 


TUSCAN + ECONOMY + ORKID + DUPLEX + BERMUDA + ZAMORA 
PAB + TWIN TONE + ANGELO + WOLVERINE + SNOWEAVE 








dling it, and shows a variety of suc- 
cessful display applications. 
- for more details circle 1115, page 133 


Celastic 
Plastic 


Celastic, from Ma- 
haram Fabric 
Corp., is especially 
suited for making large-size display 
figures built on armatures. These 
can include iron with metal mesh, 
or wood and wire. After comple- 
tion of the basic form, Celastic is 
dipped in an activator solution 
applied and modeled into final 
shape. Where small detail is needed, 
plaster of paris can be modeled on 
the basic form, then covered with 
Celastic. 

It is also applicable to the mak- 
ing of free-form sculptures, plus 
negative and positive moldings. 

An illustrated folder is available. 

. for more details circle 1116, page 133 


Make-Iit-Yourself Sign 
Provides Double Surface 


A new sign kit with a change- 
able, double-faced board has been 
introduced for do-it-yourselfers by 
the Chicago Price Tag Co. 

The kit includes specially pre- 
pared die-cut letters and numbers 
which snap into place on either or 


Designs That Sell 


SIGN 


STOUT 


both sides of the red-bordered 
white background board. 

The backgrounds are 32x44” rec- 
tangles of 4” thick boxboard in 3 
layers. The horizontal grooved copy 
lines are spaced 1%” apart on both 
sides. The letters are die-cut out of 
14-ply black showcard board. Nu- 
merals are of 14-ply red showcard 
board. Retail price for the complete 
Mak-A-Sign Kit is $43. 

An illustrated folder, showing a 
six-step procedure for making a 
sign in just six minutes with this 
kit, is available. 

- for more details circle 1117, page 133 


New Changeable Display 
Features Animation 


Luminous lettering and partial 
animation are featured in a new 
changeable display unit introduced 
by Business Displays Inc., Minneap- 
olis. 

The display is constructed with a 
steel frame and hanger bars. It is 
finished in a velvet black to give a 
greater contrast to the fluorescent 
letters. The animated spot on the 
board is suggested for brand logos, 
seasonal designs, or other eye- 
catching designs. 

The board comes 24x18” or 
20x24” with matching size letters. 


All models are equipped for hang- 
ing on walls or standing on coun- 
ters. The animated spot operates 
with a battery motor. A black-light 
fixture can also be obtained for use 
with the unit. 


Complete information is avail- 


able from Business Displays Inc., 
917 Washington Ave. S., Minneap- 
olis 15. 44 


Blackboard Display Units 
Shown in New Folder 


Several styles of advertising 
blackboards are displayed in an il- 
lustrated folder from Advertising 
Production Service, Springfield, Ill. 

Standard models are available 
with either of two headlines: “Spe- 
cial Today,” or “Reduced to Sell,” 
printed in white on bright red. They 
can be ordered with white lines on 
the black slateboard running either 
vertically or horizontally, or in un- 
lined models. Sizes range from 31x 
54%” to 11x14”, in a price range of 
from 20c to $1 per unit. Quantity 
prices are available. 

Also described in the folder are 
stock design blackboards imprinted 
with special copy and models with 
Day-Glo headlines. 


- for more details circle 1118, page 133 


through REPETITION ... COVERAGE... LOW COST 
... COLOR ....and POINT-OF-PURCHASE ACTION 


Metal signs allow advertisers to cash in on all other promotional efforts: 
offering constant repetition... pin-pointing coverage ... insuring the 


most efficient cost per 1000 ratio... presenting the product and sales 
message in eye catching color... and telling prospects where to buy. 


if you want more information, write today. 


6426 WEST FLORISSANT AVE., ST. LOUIS 22, MO. 
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AKRON, O10 

The Akron Typesetting Co. 
ATLANTA, GEORGIA 
Higgina-McArthur Company 
BALTIMORE, MARYLAND 

The Maran Printing Company 
BOSTON, MASSACHUSETTS 

The Berkeley Press 

Machine Composition Co. 

H. G. McMennamin 
BUFFALO, NEW YORK 

Sahlin Typographic Service 
CHICAGO, ILLINOIS 

J. M. Bundacho, Inc 

The Faithorn Corp 
Hayes-Lochner, Inc 
Runkle-Thompson-Kovats, Ine 
Frederic Ryder Company 
CINCINNATI, OHIO 

The J. W. Ford Company 
CLEVELAND, OHIO 

Bohme & Blinkmann, Inc 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, OHIO 

Yaeger Typesetting Co., Inc. 
DALLAS, TEXAS 
Jaggara-Chiles-Stovall, Inc. 
DAYTON, OHIO 

Dayton Typographic Service 
DENVER, COLORADO 

The A. B. Hirschfeld Preas 


Hoflund-Schmidt Typographic Service 


DETROIT, MICHIGAN 
Arnold-Powers, Inc. 

The Thos. P- Henry Company 
George Willens & Company 
INDIANAPOLIS, INDIANA 

The Typographic Service Co., Ine 
KALAMAZOO, MICHIGAN 
Mahoney Typographers, Inc 
LOS ANGELES, CALIFORNIA 
Adtype Service Co., Inc. 
MILWAUKEE, WISCONSIN 

Arrow Press 

MINNEAPOLIS, MINNESOTA 
Duragraph, Ine. 

NEW YORK, NEW YORK 

Ad Service Company 


Advertising Agencies’ Service Co., Inc. 


Artintype, Inc. 

Associated Typographers, Inc 
Atlas Typographic Service, Inc 
Central Zone Preas, Inc. 

The Composing Room, Inc 
Composition Service, Inc. 
Diamant Typographic Service, Inc 
A. T. Edwards Typography, Inc 
Graphic Arta Typographers, Inc. 
Huazley House 

Imperial Ad Service Corporation 
King Typoyraphic Service Corp. 
Linocraft Typographers, Inc 
Master Typo Company 

Chria F’. Olsen 

Frederic Nelson Phillipa, Inc 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Ine 

Harry Silverstein, Ine. 

Supreme Ad Service, Inc 
Tri-Arta Preas, Inc 

Typographic Craftamen, Inc 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc 
Kurt H. Volk, Ine. 

NEWARK, NEW JERSEY 

Barton Press 

William Patrick Co., Ine. 
PHILADELPHIA, PENNSYLVANIA 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co 
Typographic Service, Inc 
PITTSBURGH, PENNSYLVANIA 
Davis & Warde Inc. 

PORTLAND, OREGON 

Paul O. Giesey, Adcrafters 
ROCHESTER, NEW YORK 

Rochester Monotype Composition Co. 
ST. LOUIS, MISSOURI 

Warwick Typographers, Inc. 
SEATTLE, WASHINGTON 

Frank McCaffrey 

TORONTO, CANADA 

Cooper & Beatty, Limited 
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TYP isc 


you turn to the public 


No matter how beautiful the art or how sig- 
nificant the message, your advertisement is a 
complete failure if not read. And, more often 
than not, poor readership is synonymous with 
poor typography. Advertisers and agencies 
know that ATA member firms have the rep- 
utation, craftsmanship and wide selection of 


type faces to help them produce the finest in 


advertising typography. Why not phone your 


ATA typographer listed here, today? 


it pays to set | C 
y right 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 
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Executive Offices: 461 Eighth Avenue, New York City 





How to Prepare 
Copy for the Printer 


From the external publication of one of the 
nation’s leading compositors comes some practical 
suggestions which can cut down your type costs. 


Correct copy preparation saves 
money—your money. Nevertheless, 
a surprisingly high percent of buy- 
ers of printing do not play by the 
rules when preparing copy—simply 
because the rules are unknown to 
them. Following are some _ basic 
rules of good copy preparation de- 
signed to keep your costs—and your 
printer’s blood pressure—down. 


e All copy for printing should be 
typed and double spaced. Linotype 
operators can easily miss a line 
when copy is hard to follow because 
it is jammed together. Printers’ 
proofreaders usually catch the omit- 
ted word or line, but the necessary 
correction means wasted time and 
money. Proofs are sometimes de- 
livered late through just such cir- 
cumstances. 


e Use atypewriter with either 
standard or elite type. These type an 
even 10 or 12 characters to an inch, 
making it a simple matter for the 
printer to use that as a basis for 
measuring copy quickly with a line 
gage. Modern typewriters which 
type to their own individual charac- 
ter counts are out. Printers must 
then count each character one by 
one. This is time consuming, less ac- 
curate and expensive. 

This article has been adapted from 
“Typo Graphic,” published by Edwin 
H. Stuart Inc., Pittsburgh. 


@ Send the printer the original or 
at least the first carbon. Carbon 
copies smear and often an “e” looks 
like an “o,” making reading difficult. 
With simple words, of course, the 
printer can figure out the answer for 
himself but he does have trouble 
with such words as “eudaemonis- 
tically” and “dihydrostreptomycin.” 
Checking such words with Webster 
is, again, time consuming and costly. 

Printers have trouble, too, with 
words that have been coined for a 
particular business or profession. 
Such words can’t be found in the 
dictionary so the printer can only 
guess. 


e If you have two ads of different 
sizes to be set, both calling for the 
same copy, give the printer two 
copies of the copy—not one. Two 
markups have to be made by the 
printer and if both are on the same 
sheet, time is lost in the shop be- 
cause every man handling the copy 
has to spend extra time figuring out 
what is wanted. Futhermore, pro- 
duction is slowed down because 
only one man can work on the copy 
at a time. If the printer has two 
copies, he can put a man on each. 
Obviously, proofs will come through 
faster. 


© Copy marked up with a lot of 
changes, additions and deletions— 
plus instructions for setting—is hard 
to follow. You, the writer, under- 


stand it because you did it. The 
printer has to stop and trace every 
mark down to its source. That costs 
money. 

In addition, the printer has to add 
his own marks to yours—instruc- 
tions for his own men to follow. 
After the markup man handles it, 
the keyboard man has it, then the 
floor man, finally the proofreader. 
A few minutes more for each man 
and your costs go up. Retyping by 
your stenographer can save all that. 
Her time, remember, costs less than 
a typesetter’s. 

And don’t mark up typesetting 
instructions with a ballpoint pen, 
especially if you use up what white 
space there is. Use a common pencil. 


® Key the copy so that the printer 
knows exactly where each unit of 
type goes. If the job is a simple ad 
with a heading, a short block of text 
matter and a signature, that’s easy; 
you don’t need to key anything. But 
if you have half a dozen elements of 
varying widths on a layout, label 
both copy and layout with “A,” “B,” 
“C,” “D” and so on. Or use some 
other identification system if you 
wish. Just make sure it is a clear 
system. 


@ When referring to sheet sizes, 
pages sizes or ad sizes, designate di- 
mensions in the proper order. The 
number designating the reading di- 
rection comes first. Thus, an 81x11” 
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the 
ORIGINAL 


CLARENDON | 


from 
England 


STYLES: 
CONSORT 


6 to 36 pt. 


CONSORT LIGHT 


6 to 30 pt. 


CONSORT CONDENSED 


12 to 36 pt. 


CONSORT BOLD CONDENSED 


6 to 30 pt. 


CONSORT BOLD 


10 to 36 pt. 


CONSORT ITALIC 


6 to 36 pt. 

Send for free complete showings 
Exclusive U.8. Agent 
American Wood Type Mfg. Co. 
Dept. AR 42-25 Ninth St. L. I. C. 1, N. Y. 


Promotion Men! 


it type 


IN SECONDS! 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 


Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AR 245, Wilton, Conn. 


OKLAHOMA CY 8 ORLA 


NEW DECALS 


applied in seconds without wa’ ves labor; no 
curling in storage. pAbS Tov YOUR'S SPECIFI- 


CATIONS... ie our trademark. 
Send now for FRE BAMPL S and estimate. 


SCREEN PROCESS PRINTING C8. , P.O. Box 948, Wichital,Kansas 
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| position and photo proofs 
| okay.” 
| want him to set all type and send 


|} you will 


| the “o” 


| something in your 
| typed straight, use printers’ symbols. 
| They are as old as the hills and 
| every printer understands them. One 


| letterhead is always 8%x11”. It is 


never 11x8%”. A 444x7%” book 
isn’t 74x44” as it is often called. A 


| 9x4” blotter can be 4x9” if the read- 


onsort. 


(1 column by 14 lines, not 14 lines by 


ing matter is the short way. An ad is 


1 column. And so on. 


| © If you send a purchase order 


along with the job, don’t just write 
“Type” on it. The printer won't 
know whether you will need photo 
proofs for pasteup, whether cuts will 


| be coming later so he can complete 
| the job, whether you will want a 


16-gage electro for tackup. Write 
instructions out in full: “Type com- 
after 
That tells the printer you 


you a proof for reading, after which 
phone in an okay or 
| changes, then he’ll furnish you with 
| Photo proofs. 


| @ If you make changes in copy do 


” 


so plainly. If an “o 
changed to a “b,” 


has to be 
run a line through 
and pencil in a “b” im- 
mediately above. Don’t mark the 
deletion of the “o” way out on one 
side of the sheet and the “b” in from 
the other. It takes time for the op- 
erator to shift his eyes about and 
determine just what you want. 


® When you want to emphasize 


copy which is 


line under a word means italic low- 
er case; two lines, small caps; three 
lines, all large caps; a wavy line, 
bold face. Anything else should be 


| written out. If you draw a single 


line under a word and expect it to 
be set in caps, you won’t get them; 
you'll get lower case italic. 

© Use 


printers’ measures—picas, 


| points and lines. These are really 


quite simple: Six picas to an inch; 
12 points to a pica; 14 agate lines to 
an inch. 


e If you make corrections or 


changes on a proof, mark them big 
and out in the margin so they can 


| be seen. The marking theory here 
| is different from the one for original 


copy, as explained above. In the case 


| of original copy, the operator’s eyes 
| are glued to the line he is setting 
| and to move his eyes out to one side 
| is time consuming and distracting. 


In the case of proof corrections, 
since they are corrections we are 


| trying to make them stand out. Use 
| standard proofreaders marks. 


| © If you ask your printer to not 
| divide words at the ends of lines, 


you're putting a strike on him be- 
fore he’s had a chance to come to 


bat. Readability is based on what 
people are accustomed to. A great 
deal of the reading done today is in 
the newspapers where there are lots 
and lots of divisions. People don’t 
complain; word divisions are nat- 
ural and acceptable and much more 
readable than lines that are letter- 
spaced or lines space too wide or too 
tight. These things we have to resort 
to when we cannot break words. 
Then, too, there’s that matter of 
time and cost; a letterspaced line 
costs about as much as eight normal 
lines. 

Type isn’t made of rubber and 
can’t be stretched or compressed. A 
few minutes spent in a study of 
copy-fitting can help. You don’t 
have to know as much about it as 
the experts, but if you want your 
printer to set a take in 10 point, 
leaded 2 points, you should allow 
approximately the right amount of 
space in your layout. 


e Extend to your printer a little 
leeway. Suppose, for example, your 
copy reads: “The women were 
dressed in costumes of many colors 
—heige, pink, salmon and fuchsia.” 
The operator may not have any 
trouble until he comes to that final 
a.” He can’t get it in the line except 
by squeezing the words close to- 
gether or by undercutting all the 
characters (which can be done on 
the Monotype and by no other way). 
That’s costly and hard to read and 
the result isn’t anywhere near like 
the rest of the take. If our operator 
knew he could transpose “fuchsia” 
and “pink,” the problem would be 
solved quickly, easily and cheaply, 
and the appearance would be im- 
proved. 


e Punctuate carefully. Put commas 
where they belong—leave them out 
where they should be left out. (For 
instance, before a qualifying phrase 
inside parentheses. Period inside the 
final parenthesis if the inserted line 
is a complete thought.) ... An 


Ja-e-p4 
- And if we sell five of your lay- 
outs in a row, there’s something in 
it for you... 





( Advertisement) 


FAIRFIELD MEDIUM 


NOPQRSTUVWXYZ 1234567890 
abcdefghijklmnopqrstuvwxyz fiflfffifl 
ABCDEFGHIJKLMNOPORSTUVWXYZ& 

10 POINT 

NOPQRSTUVWXYZ 1234567890 
abcdefghijklmnopqrstuvwxyz fififffiffl 
ABCDEFGHI]KLMNOPQRSTUVWXYZ& ABCDEFGHIJKLMNOPORSTUVWXYZ& 


12 POINT 


8 POINT 8 POINT 
1234567890 ABCDEFGHIJKLM 
abcdefghijklmnopgqrstuvwxyz fiflfffif 
ABCDEFGHIJKLMNOPQRSTUVWXYZ& 
10 POINT 


1234567890 ABCDEFGHIJKLM 
abcdefghijklmnopgqrstuvwxyz fiflff fiffl 


NOPQRSTUVWXYZ 1234567890 
abcdefghijklmnopaqrstuvwxyz fifl ff fiffl abedefghijklmnopqrstuvwxyz fiflff fiffl 
ABCDEFGHIJKLMNOPQRSTUVWXYZ& ABCDEFGHIJKLMNOPORSTUVWXYZ& 


234567890 ABCDEFGHIJKLM 


vont ABCDEFGHIJKLMNOPORSTUVWXYZE& 4, rors: 
ABCDEFGHIJKLMNOPQRSTUVWXYZ& 
$% ABCDEFGHIJKLMNOPQRSTUVWXYZ& $44 


Vy V4 3Vr abcdetghijklmnopqrstuvwxyz fiflfffifll “UaAwWKwA~AKKKS 


‘sg 
14 l4 Yr % abcdefghijklmnoparstuvwxyz fiflfffifl UHKuAKKY% 


1234567890 [($E£,.:;-'?!* TT§a)] 1234567890 
1234567890 |($E£,.:;-'2!* Ti §$@)| 1234567890 


Fairfield Medium is just one of the many text faces that are obtainable 
only on the Linotype. Both Fairfield Medium and its lighter companion, 
Fairfield, were designed by Rudolf Ruzicka as one part of the long range 
program of typographical development that has resulted in the un- 
matched selection of typefaces exclusive with Linotype. If this face ap- 
pears familiar, it is because the combination of its quality and Linotype 
operating economy has made it an American classic. For further informa- 
tion write to Mergenthaler Linotype Company, 29 Ryerson Street, Brook- 
lyn 5, New York. 


It POINT It POINT 


ABCDEFGHI]KLMNOPQRSTUVWXYZ& ABCDEFGHIJKLMNOPORSTUVWXYZ& 
abcdefghijklmnopgqrstuvwxyz fifl ff fiffl abedefghijklmnopqrstuvwxyz fillfffifll 
1234567890 ABCDEFGHIJKLM NOPQRSTUVWXYZ 1234567890 


9 POINT 9 POINT 


ABCDEFGHI]JKLMNOPQRSTUVWXYZ& ABCDEFGHIJKLMNOPORSTUVWXYZ& 


abcdefghijklmnopgqrstuvwxyz fififf fiffl abcdefghijklmnopqrstuvwxyz fiflfffiffl 
1234567890 ABCDEFGHIJKLM NOPQRSTUVWXYZ 1234567890 


6 POINT 6 POINT 


ABCDEFGHIJKLMNOPQRSTUVWXYZ& 
abcdefghijklmnopqrstuvwxyz fiflff fifi 


ABCDEFGHIJKLMNOPQRSTUVWXYZ& 
abcdefghijkimnopqrstuvwxyz fififf fifi 


1234567890 ABCDEFGHIJKLM NOPQRSTUVWXYZ 1234567890 


A LINOTYPE FACE 
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asterisk at the end of the statement 
in the text, at the beginning of the 
footnote. And so on. The rules 
learned in school haven’t been 
changed! . . . Be consistent. If you 
use the words “Magic Circle” sev- 
eral times, keep them that way: 
caps and lowercase. Don’t, all of a 
sudden, switch to all lowercase. 

The printer has the right to as- 
sume that all copy turned over to 
him has been edited so that he 
doesn’t have to pause and make 
changes. Aside from all that, such 
inconsistencies mark you as care- 
less; your customer is apt to take it 
that you are as careless in building 
the product you are offering for 
sale or in executing the service you 
are telling about. 


© If you have a listing of some sort 
or another—say, a group of your 
clients—and want them in alphabet- 
ical order, type them that way or at 
least indicate your desires. Don’t 
wait until you see a proof. Revision 
time, as mentioned several times, 
isn’t welcome. 


® Don’t expect your printer to set 
10 point type 4 picas wide and make 
it look good; it just can’t be done. If 
you need narrow measures use a 
small size or some condensed face. 


Or let the printer set it ragged left 
or right. The job will look better 
and be more readable—and, as in 
the case of all the suggestions men- 
tioned here, will cost you a lot less. 

44 


New Showings er 


Type Specimens 
In the News 


Newest typeface sample books 
and specimen sheets include the 
following: 


Specimen Book 
Potpourri 


“A selection of new 
designs and timely 
revivals” is the 
way American Type Founders de- 
scribe its Type Specimens Supple- 
ment No. 2. Assorted faces displayed 
in the brochure include Spartan 
Book, Spartan Medium Condensed, 
Baskerville Roman, Baskerville 
Italic, Caslon Openface, Bulletin 
Typewriter, Murray Hill and Mur- 
ray Hill Bold. 

Complete alphabets in one size 
only and specimen paragraphs in 
all available sizes are included in 
each case. Spartan Book, Spartan 
Medium Condensed, and Caslon 
Openface are shown in both text 





* visual power 


GIVE YOUR ADS A TOP VP" RATING 


Ads and printed pieces appeal almost 
exclusively to the eyes and what better 
way to assure that appeal than a set- 
ting by SERVICE Typographers. Care 
and craftsmanship go into every as- 
signment. Type buyers will see the 


difference . 


. Customers and pros- 


pects will act on it. 


CALL SERVICE TODAY AND PUT SOME VP* 
INTO YOUR ADS AND LITERATURE. 


SERVICE typographers, inc. 


723 S. WELLS ST. CHICAGO 7, ILL. HArrison 7-8560 | 
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and display type sizes. The Basker- 
villes and Bulletin Typewriter are 
sampled in display sizes beginning 
with 18 point. Murray Hill, a script 
face, is displayed in sizes from 14 
to 72 point. 

+ « « for more details circle 1107, page 133 


Intertype Co, 
Revived 


Brooklyn, N.Y., of- 
fers a comprehen- 
sive, 16-page brochure display- 
ing Bulmer in both Roman and 
italic. Bulmer, a transitional type- 
face designed nearly 200 years ago, 


BULMER 


has now for the first time been 
adapted to modern linecasting com- 
position. Intertype offers it in sizes 
from 6 to 14 point. 

The brochure displays complete 
alphabets and specimen paragraphs 
in all sizes. In addition, specimen 
ads employing Bulmer are included 
to point up its functional modern 
day uses. 

- + + for more details circle 1108, page 133 


Tips On Type Budgeting 
Presented With a Flair 


Some time-honored tips on how 
to cut print buying costs are gath- 
ered together and given a new twist 
in “Twenty-One Ways to Cut Your 
Typography Bills,” a brochure of- 
fered by Typographic Service Inc., 
Philadelphia. 

Inside, the brochure displays the 
21 pages in graduated widths so 
that—when opened at the center— 
the edge of each page, together with 
its specific “helpful tip,” is dis- 
played in index fashion. As each 
page is turned, more specific in- 
formation is revealed, together with 
an unusual and colorful layout. 

As a further switch, explanatory 
material on each page is printed 
in a different typeface available 
from Typographic Service. 

The brochure can be used as an 
idea starter for unusual artistic 
layouts. 

+ « « for more details circle 1109, page 133 


Issues Revised Catalog 
Of Typecast Cuts 


Sterling Type Foundry, Char- 
lotte, Mich., has issued a new cata- 
log of typecast cuts. Included in the 
display are numerous company and 
association trademarks, silhouets, 
ornaments, pictures and symbols. 
Prices for each are included. The 
catalog will be sent upon request. 


- « « for more details circle 1110, page 133 





how 


new packaging 
plus 
new displays 
made 
new sales records 


On the Floor . . . This wire stand won 
competitive space in department stores, 
and got them to carry a full line all 
the year round. 


How new packaging and new 
point-of-purchase ideas reversed 
the downward trend of sales for 
one of the toy industry’s oldest 
and most distinguished compa- 
nies. 


By Myron B. Shure 

Vice President 

Dowst Manufacturing Co 
Chicago 


Tootsietoys is probably the oldest 
brand name in the toy industry. 
Our company is over 80 years old. 

We started as a small publisher, 
but back in the 1890’s somebody 
observed that the Linotype ma- 
chines which we were using to cast 
type could also cast small metal 
items suitable for premiums. You 
may remember the items we made 
for surprise candy packages. Lit- 
erally billions were turned out for 
companies like Cracker Jack. 

We followed the same routine 
with our toy line for many years. 
We advertised our product; we 
produced a quality product; we 
made a lot of toys; we branded our 
toys. Our impetus carried us along. 
However, our merchandising, our 
packaging, our presentation did not 
change as our principal customers 
in variety and department stores 
changed their ways of doing busi- 
ness. We remained with the same 
product and the same bulk pack- 
aging. 


> As a result, two or three years 
ago the sales of Tootsietoys began 
to level off. People were no longer 
looking for just a good toy, a dura- 
ble toy, at a low price. They wanted 
something with more appeal on the 
counter. 

We found it was time for us to 
begin a packaging study to see what 
had happened. We studied such 
things as color. We found that there 
was no relationship between one 
package and the next, that no two 
packages on the retail counter were 
quickly identified as from the same 
line. 

We studied the color relationship. 
After several months of testing, ex- 
perimenting and working with color 
experts, we began to feel that a 
combination of yellow and _ red 
would create the warm feeling 
necessary to impel that well-known 
busy housewife to stop and pur- 
chase a Tootsietoy. 

Having decided on yellow and 
red for our motif, we used it on 
every visual material used by the 
corporation. In skin packaging, the 
cards were red and yellow. Our in- 
dividual gift boxes followed the 
same color pattern. 


> We also learned that the con- 
sumer, because we were making lit- 
tle cars, trucks and planes, felt we 
were producing a boy’s toy. Yet the 
nature of these sturdy little toys 
gave them, as we knew, a much 
broader appeal, in age as well as 
sex. To meet this, we created the 
Tootsietots, a freckle-faced boy and 
a pony-tailed girl, each holding a 
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typortionalizing 


A guide to achieving unusual, 
striking forms with 
conventional type faces 
through sizing and distortion 
via camera. Curving, slanting, 
outlining, weighting, thinning 
and other Typortionalized 
effects are described in this 
information-packed folder. 
Free upon request. Write. 


PROGRESSIVE Composition Co. 
9th and Sansom Sts., Phila. 7 WAinut 2-2711 


99s, 


P.* 
(2: 
” 
The PROGRESS + HANSON + PROGRESSIVE Group 
One of America’s Most Complete 
Graphic Arts Organizations 


Philadelphia - New York - Newark - Lancaster 
Wilmington + Baltimore - Washington - Richmond 





TAGS 


solve your 
probiems.. 


For over 64 years, we've 
helped solve the tag and 
label problems for the 
textile industry. Let our 
technical and design ser- 
vice make your tags and 
labels conform to the 
Textile Fibre Products 
Identification Act 
Amend. of 1958. 

Clear and concise... 





Uae 


16th & INDIANA AVE PHILADELPHIA, PA 
A PRIN atl maT Se 
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Initial Display 

Low cost unit could 
be supplied at no 
extra cost to the 
retailer. 


Tootsietoy product in his hand. 

We then took a good look at our 
logotype. We had been using the 
name for many years, but it was 
almost never in the same typeface. 
We counted no less than 17 varia- 
tions. This was a situation which 
was obviously wrong, so we had a 
new handlettered logotype designed, 
which was adopted for all our prod- 
ucts. Here we worked with Wesley 
A. Sharer and Associates. 


> Packaging came next. In the past, 
there were two ways in which our 
toys had been presented. 

The first was in bulk, in which 
the toys were dumped into a bin. 
This made it easy for the customer 
to act on impulse, but had the dis- 
advantage of offering no protection 
to the product. The toys quickly 
suffered from bruising and han- 
dling, dust and dirt. 

For department stores, we boxed 
items individually. Here the mer- 
chandise would be removed from 
the box, parts would soon be miss- 
ing, and the merchandise would 
very quickly look shopworn. 

After making careful cost studies, 
we decided to adopt skin packaging, 
making us one of the first in the 
toy industry to use this technique. 
It took a lot of effort before we 
could come up with the right pack- 
age. First the package design had 
to be worked out, and then a de- 
cision on which materials would 
have to be used. We worked with 
a number of sources to select the 
board and to decide which coatings 
on the board, and which plastic 
materials would combine to give an 
adequate package. We ran through 
temperature and shipping tests, tests 
to determine the best position of the 


hole for hanging, the diameter of the 
hole. For much of this research, we 
worked with the W. C. Ritchie Div. 
of Stone Container Corp., Chicago, 
which supplies our paperboard 
packaging, including the backing 
for the skin packs. 


> All of this took time, and we didn’t 
want to wait until the tests were 
complete to improve the visual 
presentation of our product. We 
adopted an interim package of a 
plastic bag closed by a header. The 
shift to skin packages took place as 
rapidly as possible. 

Skin packaging has proven to be 
of tremendous benefit. It has been 
of value to the variety stores who 
have welcomed the visual identi- 
fication and the pre-pricing, which 
fit so well into their dump counter 
merchandising. 

But it has also been widely ac- 
cepted by the department stores. 
Only two or three years ago, most 
department stores would not think 
of carrying what they considered a 
variety store or supermarket pack- 
age. Now many have installed self- 
service merchandise displays, and in 
many cases have converted com- 
pletely to this type of presentation. 


> Having developed the package, we 
then looked for techniques by which 
we could force its sale, and so we 
moved into the area of displays. 

We first introduced what we call 
a truckload of Tootsietoys. This was 
an inexpensive wire stand with 
four-color corrugated board. This 
held six dozen assorted Tootsietoys, 
skin-packed and pre-priced. 

We developed a disposable stand 
because we realized that many of 
the organizations we service are not 





able to use a stand. We couldn’t af- 
ford to spend a lot of money on dis- 
plays which didn’t fit the merchan- 
dising situations. But we wished to 
offer a wide and basic stock assort- 
ment to introduce our skin-packed 
merchandise. So we developed a 
display which was inexpensive and 
could be absorbed in our normal 
costing procedures. 

We found that even though many 
of these stores could not use the dis- 
play, part of it could be used. A 
number of stores have used the wire 
stand without the carboard. Some 
of them have found the stands use- 
ful for such things as potato chips 
and candy bars, but a good portion 
have used them for Tootsietoys. In 
many stores, the cardboard pieces 
have been used for backstops on 
counters. 


>» When this piece went out, we re- 
ceived a number of comments from 
our distributors and from the chain 
stores that our display took up too 
much space on the counter. They 
pointed out that while horizontal 
space was at a premium, vertical 
space was available. We then came 
up with a new display that takes ad- 
vantage of the lessons we learned 
from our first experiments. 

We found there was a preference 
for a single price level on a display, 
and so our new display has six 
items, each retailing at a dollar. Six 
dozen toys were included in the 
deal, with the display being free. 


> The result of the skin packaging 
and the displays increased our vol- 
ume considerably. Unfortunately, 
we learned that we had not figured 
our costs carefully enough, in our 
hurry to reach the market. So while 
our sales made 1958 a good year, we 
did not recover our normal profit. 
Let me utter a word of caution: if 
packaging is important today, it will 


Well-packed Kit 
Corrugated bottom 
and ingenious holding 
strip kept set 
together, permitted 
vertical display. 


be even more important tomorrow. 
We are no longer toy salesmen; we 
do not make diecast metal toys, but 
we are paper salesmen selling pack- 
ages. 

The consumer has to pay for this 
package, and we have to build these 
things into the costing of our prod- 
uct. We have found that to sell a 
skin-packed board with plastic on it, 
but without a toy, would have to 
retail for 10c. This meant that a 29c 
toy would have to sell for 39c, which 
has not always set well with our 
customers. As a result, we have had 
to vary items, putting in whistles 
and badges to make the price in- 
crease somewhat more palatable. 


> The department stores presented 
a somewhat different problem. Here 
we had to build something of a more 
permanent nature that would create 
an in-stock situation. This would 
mean that Tootsietoys would be- 
come check-listed in the stores, ob- 
ligating them to carry a back-up 
stock through the year. 

We developed “step-up” counter 
displays, and this represented a ma- 
jor breakthrough in our line, allow- 
ing us to get away from the gift- 
boxed merchandise limitation. This 
counter display got us back into 
every major department store on a 
regular basis. 

We then developed a revolving 
floor display, so we are no longer 
competing for counter space, but 
rather for floor space. This uses 
dramatic stop signs to catch the eye, 
and again, the red and yellow colors 
build Tootsietoy identification. 


> Gift sets, designed especially for 
the Christmas season, carry out the 
family design in a red and white 
band with the boy-and-girl symbol 
at one end. The carton itself, de- 
signed by Stone Container, Chicago, 
has special features which add to the 











PUT YOUR BEST 
GUMMED PAPER 
IDEAS FORWARD 


(or how to get on the way to) 


EASY STREET. 


Send for this 
FLAT-AS-A 
PANCAKE 
GUMMED 
PAPER 


SAMPLE 
BOOK 


HERE'S WHAT 

IT’LL DO FOR YOU 

@ Help cure press 
problems 

@ Help select 
gummings 

WHAT'S INSIDE? 

@ Sample sheets 

@ Printing surface 
specifier 

@ Handling tips 

JUST ASK FOR 

BOOK P-2119 


THE BROWN-BRIDGE MILLS, INC., TROY, 0. 


Send for this COLOR GUIDE 
that shows how to make your 
“printed salesmen” more ef- 
fective... how color can help 
you develop the desired emo- 
tion about your product in 
the consumer's mind. 


Nome. 
FE ceaitacnciinsnnsinicentincsnninicnnnaiipctmenasieinimaamiin 
Firm 


Address 


City State 


The National Tag Company 
337 S. Patterson Bivd., Dayton 1, Ohio 
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if you're in need of finer rotogravure cylinders for 
your packaging . . . or need national advertising positives and 
preprints which will meet the most discriminating client, 
don't take off into space. 


Just pick up the telephone and find out why ACME has 
been able to double its space and improve its facilities 
with new equipment in its brand new plant. 


When it comes to “roto"’. . . go to ACME. 


if it’s Quality ... if it’s Delivery ... it’s acme 


acme 


gravure services, inc. 
4001 Industrial Avenue Rolling Meadows, Ill. Phone: Clearbrook 5-0200 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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All in the Family . . . Color and design 
makes it obvious that these belong to- 
gether. Mass effect helped get valuable 
display space in department stores. 


value of the package as a gift. 

For extra sturdiness, the box bot- 
tom is of corrugated board, with the 
top of usual wrapper-covered chip- 
board construction. A single strip of 
corrugated, scored and die-cut, fits 
over every toy and is stapled to the 
sidewalls. This method leaves the 
toys visible, permits the box to be 
placed on its side for display, and 
prevents pilfering. 

Extra play value is provided by a 
corrugated box which converts to a 
truck terminal. It has a hinged top. 
Its tuck-in flap is folded up to be- 
come a roof overhang, and a side of 
the box is cut away for the entrance. 
A loading dock, part of the set, adds 
to its realism. 


> At Tootsietoy we are. enjoying, 
primarily because of the improve- 
ments in packaging and in point-of- 
purchase material, the greatest sales 
volume in our history. 

We are 100% sold on the utiliza- 
tion of p.o.p. material, and we 
strongly urge anyone who has been 
lagging behind — as we ourselves 
had done — to stop crying about 
import competition, or the drying- 
up of distribution and sales. Don’t 
whip your advertising people, but do 
a little critical self-analysis, as we at 
Dowst have done, and many of you 
will find built-in solutions to the 
drop in sales, and the drop in profit, 
by paying attention to your package 
and your point-of-purchase mate- 
rial. 44 


Rothchild Color Tricks 
Show Visual Illusions 


An entertaining color kit showing 
six visual illusions is available from 
the Tag & Label Div., Rothchild 
Printing Co., New York. 





Prepared by Faber Birren, the 
illusions consist of: 


® Benham’s dish, in which colors 
are seen when you spin a black- 
and-white circle; 


® The phantascope, which was a 
forerunner of the movies, and gives 
the illusion of motion; 


@ Visual color mixtures, in which 
yellow and blue do not form green; 


e An arrangement of red and blue 
lines which give the eye the “jit- 
ters”; 


® a bird-in-cage card showing how 
focus can make two different images 
become one on the human brain; 


@ The after-image showing how the 
stimulation of colors brings up their 
opposites. 


+ « for more details circle 1119, page 133 


FLEXOGRAPHIC 
LABEL MAKER 
~~ 


New Small Size . . . a flexographic press 
for labels that measures only 9x9x9” 
and weighs 40 Ibs. 


Sohn Introduces Small 
Flexographic Press 


A small flexographic printing 
press that prints 6,000 labels per 
hour has been introduced by Sohn 
Mfg. Inc., Plymouth, Wis. 

Measuring 9x9x9’—without the 
guard case—the unit prints and die 
cuts on pressure-sensitive label pa- 
per, or score cuts on gum, heat-seal 
or plain paper. 

It weighs 40 lbs. and colors and 
printing plates can be changed in 
seconds. Price of the standard ma- 
chine, which prints labels up to 
3x4” in size, is $395. A larger unit 
is also available. 

Complete information and label 
samples can be obtained from Sohn 
Mfg. Inc., P. O. Box 87, Plymouth, 
Wis. 44 








“I found one way of saving my company a fabulous amount of money! 


I started ordering our shipping labels from Ever Ready, where you 
get a ‘quality’ job at a low, low price—because Ever Ready is one of the 
largest and the most experienced label producers in the country.” 


If you use 6,000 or more shipping labels, you’ll find amazing savings 
when you order from Ever Ready! Write today to Carol Hampton, our 
promotion manager, for our helpful brochure, 


eVveER READY LABE LL 


CORPORATION 


357 Cortlandt Street, Belleville 9, New Jersey 
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By Ted Sanchagrin 
AR Eastern Editor 


Fashion photography has _in- 
vaded the retail paint can label— 
wide eyes, open mouth, bare 
shoulders and all. Dominating the 
labels of one paint manufacturer is 
the pretty face of Dolores Hawkins 
of the Ford Model Agency, New 
York. 

This striking departure has been 
introduced in the Maine-to-Virginia 
market area of Breinig Bros., Ho- 
boken, N. J. The fashion photog- 
raphy approach represents the first 
major label revision in the compa- 
ny’s 80-year-old trade sales history. 


> Oddly enough, the label change 
is engineered to appeal primarily to 
women. Breinig v.p. Howard Ber- 
man says the wife is the paint pur- 
chaser these days. 

“Today’s alert paint retailer real- 
izes how important the woman’s de- 
cision is,’ he explains. “Therefore, 
our new labels for Wallsheen will 
help our dealer’s sales by accent- 
ing the feminine.” 

The design was created by 
Breinig’s ad agency, Ovesey & 
Straus, New York, and specifical- 
ly by O&S’ art director Sigrid Al- 
bers and fashion coordinator Ruth 
Burr. 
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selling Paint 


with Fashion 


Breinig Brothers decided that since women 
picked out paint colors, a woman's face 
would help sell paint. 


> The art director called upon fash- 
ion photographer Emma Gene Hall, 
New York, to come up with the 
new label approach for Wallsheen. 
The photographer loaded her Roll- 
eiflex with Kodak Tri-X, and of- 
fered the features of Miss Hawkins 
to upset the paint industry. 

And the agency’s fashion coordi- 
nator carried the approach a step 
further. In the black-and-white 
photograph you'll notice the model 
wears the Breinig version of a 
painter’s cap. This is a takeoff on 
the Buster Brown cap. It retains the 
short brim and soft, round crown, 
but uses a smooth white cloth with 
polka dots to replace the flannel. 
The designers, Madcaps Inc., antici- 
pate a run of orders. 

Printed across the brim is the 
company name in hand-positioned, 
photolettered Grotesque, and across 
the crown is the name of the paint 
line in photolettered Grotesque and 
Clarendon. 


> The label’s eye appeal and long- 
distance visibility were shelf tested 
in Shaheen’s, a large retail paint 
store in Rochester, N. Y. Twenty- 
seven dummy cans with the new 
label brought inquiries from almost 
every store visitor. 

First of three interior paint lines 
(each line has 15 colors plus white) 


with the new label is Super Wall- 
sheen, a vinyl plastic paint. The ap- 
proach is also being extended to 
Wallsheen alkyd flat enamel and 
Sofsheen semi-gloss. The labels are 
printed letterpress by Agmar Press, 
New York, on 60-lb. Warren Over- 
print. The fashion approach is also 
being incorporated into the cover of 
the Breinig folder showing sample 
finishes (printed by Mahwah Color 
Co., Mahwah, N. J.) and in news- 
paper ads for dealer co-op. 44 


No Character . . . The old design lacked 
impact on the shelf. 





pressure-sensitive labels 
save time and money 
for buyers everywhere 


From a flash of American genius type start in 1935, to a world-wide corps of 
trained pressure-sensitive specialists, Avery’s leadership has been due to a basic 
management philosophy of growth—not in terms of size alone—but in a capacity 
for constant change—always directed toward the continual improvement of 
pressure-sensitive products. 


This concept guides Avery in creative research—in the development of new and 
better adhesives—and in the design and production of original self-adhesive 
products. The results are apparent in the ever-growing popularity of Avery’s 
removable Kum-Kleen and Perma-Grip labels . . . its manual and automatic 
dispensers, labelers, imprinters—and in the exciting new Avery pressure-sensitive 
Metallics used for decorative trim, panels and nameplates. 


Whatever business you are in—wherever you are—modern Avery Labels will 
improve the efficiency of your labeling. Trained Avery representatives are ready 
to serve you—with advice on pressure-sensitive labeling methods or on the design 
of a new product or service label. 


Write for your free copy of AVERY’s 
new labeling catalog and a color- 
ful brochure describing Avery's new 
pressure-sensitive Metallics that are 
gaining swiftly in popularity as dec- 
orative trim, panels, nameplates. 


AVERY LABEL COMPANY a division of Avery Adhesive Products Inc. 


Here are but a few 
of the thousands 
of ways in which 
manufacturers 

are profitably 
using AVERY 
LABELS today 


MAY WE SEND 
SAMPLE AVERY 
LABELS? 


AVERY LABEL COMPANY Div. 113 
117 Liberty St., N. York 6 © 608 So. Dearborn St., 
Chicago 5° 1616 So. Colif. St., Monrovia, Calif. 
Please send free Include KUM- 

v catalog and the EEN and Perma- 

METALLIC brochure. Grip sample labels. 
Name 

Company 

Address 


COOP cccctesnscinscstntiinnsiincanieaal State 
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Art & Photography 


Colorage Inc. 

Grogan Photo Co. 

ldea Art 

Mack, Douglas 

Major Photo Co. 

Multi-Ad Services 

Stivers Studio 

Volk, Jr., Harry, Art Studio 78 


Art Supplies 


Bienfang Paper Co. Inc 132 
Chart-Pak Inc. 90 
Crescent Cardboard Co. 77 
Mark Specialty Co. 17 
Roberts, Weldon, Rubber 

Cc 73 


Awards & Plaques 


House of Williams 


Balloons 


Eagle Rubber Co. Inc 


Banners, Pennants 
Hollywood Banners 24, 110 
Pratt Poster Co. 56 
Binders, Catalog Covers 
Acco Products Inc. 


National Blank Book Cx 
Products Cx 


Binding rar & 
Materials 

Acco Products Inc 

du Pont de Nemours, E. |. 


& Co. Inc. 


United States Plywood Corp 


Calculators, Printed 


Graphic Calculator 


Camera Lucida 
Goodkin, M. P., Co. 
Lacey-Luci Products Co 
Christmas Gifts 
Action Advertising Corp 
Buckeye Div. 
Ray-O-Vac Co. 


Stegeman Specialty Mfg. 
Co. 


Control Planning Aids 


Graphic Systems 


Copyfitting Aids 


Haberule Ce 


Decals 


Allied Decals Inc. 132 


Meyercord Co. 31 
Multi-Color Process Co. 58 
Screen Process Printing Co. 120 


Direct Advertising 


Brodie Advertising Service 100 
Chait, Lawrence G., & Co. 

Inc. . Inside Front Cover 
Colourpicture Publishers 

Inc. eae cle 
Crocker, H. S., Co. Inc. 94 
Mailograph Co. Inc. 97 
Moss, M. E., & Co. oo 
Multi-Ad Services 78 
Tension Envelope Corp. 101 
Thompson, Arthur, & Co. .... 99 


Display Materials 
Electro-Motion Corp. 
Gugler Lithographic Co. 
Hollywood Banners 24, 
Kleen-Stik Products Inc. 
Rohm & Haas Co. 
Display Motors 


Vue-More Corp. 


Displays, Metal 
Advertising Metal Display 

Co Inside Back Cover 
Envelopes 


Colortone Press . 92 
Du-Plex Onvelope Corp. 94 
Tension Envelope Corp. 101 


Exhibit Builders 


Gardner, Robinson, Stierheim 
& Weis Inc. . . 21 


Fluorescent Inks & 
Materials 


Allied Decals Inc. 
Pratt Poster Co. . 
Radiant Color Co. 
Sun Chemical Corp. 
Switzer Bros. Inc. 


Gravure Services 


Acme Gravure Services Inc. 126 
Collins, Miller & Hutchings 

Inc. 32 
Ink, Screen Process 


Naz-Dar Co. 

Radiant Color Co. 
Sun Chemical Corp. 
Switzer Bros. Inc. ........ 


Invisible Ink Postcards 


Moss, M. E., & Co. 


Labels & Tags 


Avery Label Co. 
Brown-Bridge Mills Inc. 
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Eureka Specialty Printing Co. 62 
Ever Ready Label Co. .......127 
Kleen-Stik Products Inc. .... 6 
National Tag Co. ................125 
Reyburn Mfg. Co. Inc. . 124 


Letterheads 


Idea Art ......... sees 
Thompson, Arthur, & Co. . 


Lettershops 


Brodie Advertising Service . 
Manikins, Rental 


Madisonia Manikins Inc. ... 


Office Equipment 


du Pont de Nemours, E. l., 
& Co. Inc. . scubiecicet ae 
Hammermill Paper Co. 12-13, 47 


Packaging Materials 
Chicago Molded Products 
Corp. Ae 


Paper Chemicals 
Dow Chemical Co. 


Papers, Printing 


Allied Paper Corp. 44-45 
Cantine, Martin, Co. . 63 
Champion Paper & Fibre 

cm .. 85-86 
Consolidated Water Power 

& Paper Co. .. ... 38-39 
Eastern Fine Paper & Pulp 

ae 
Hammermill Paper Co. 12-13, 47 
International Paper Co. 95-96 
New York & Pennsylvania 

__ eee 
Northwest Paper Co. ........ 35-36 
Peninsular Paper Co. ............115 
Radiant Color Co. ............. 24 
Sorg Paper Co. ... - a 
Werren, S. D., Co. ........... 81 
Whiting-Plover Paper Co. .. 28 
Weston, Byron, Co. ............ 49 


Papers, Specialty 


Allied Paper Corp. 
Bienfang Paper Co. Inc. 
-... Back Cover 
Brown-Bridge Mills Inc. ......125 
Eastern Fine Paper & Pulp 
Div. slisiacsccbdintenteca ci 
Hampden Glazed Paper & 
WATE IG: cannconececbevenccccavssene 
Kleen-Stik Products Inc. 
New York & Pennsylvania 
Co. . 
Northwest Paper Co. .... 
Peninsular Paper Co. 
meme Famer GO. Kocsis 
Weston, Byron, Co. 


Paste-Up Type 
Advertising Aids Co. 


15-16. * 


bu sted Gfuidle anil Index of 


Letter-It 


Photo Lettering & 
Typesetting 


Mergenthaler Linotype Co. 121 
Vari-Typer Corp. . eases: Oe 
Warwick Typographers Inc. 65 


Photo Prints, Quantity 


SN, SOU. ssesncasantesijesinn 
Grogan Photo Co. . 
Major Photo Co. ........ 


Photoengraving & 
Platemaking 


Caprock Developments 132 
Collins, Miller & Hutchings 32 
Lake Shore Electrotype Div. 27 
Northwestern Photo Engrav- 
ing Co. . : a 
Partridge & Anderson Co. 
Progress-Hanson-Progressive 
Group ccs 
Reilly Electrotype Co. . 


Photographic Equipment 
& Materials 


Eastman Kodak Co. 74-75 
Goodkin, M. P., Co. 77 
Lacey-Luci Products Co. 78 


Plastic Plates 


Reilly Electrotype Co. 


Postcards, Color 


Colourpicture Publishers 

Inc. ed : . 100 
Corona Color Studios 132 
Crocker, H. S., Co. Inc. 94 


Premiums and Specialties 


Action Advertising Corp. ..132 
Buckeye Div. ..............- 55 
Eagle Rubber Co. Inc. ...... 54 
Orchids of Hawaii Inc. 59 
Pearson, C. H. ........ , 7 
Ray-O-Vac Co. ...... is .. 66 
Stegeman Specialty Mfg. 


Co. . 54 


Presentation Material 


Chart-Pak Inc. f 
National Blank Book Co. 
Simon Products Co. 
Vari-Typer Corp. 


Printing 


Colortone Press .........-.-.----.. 92 
Eureka Specialty Printing Co. 62 
Goes Lithographing Co. .... II 
Graphic Enterprises of Mil- 
waukee Inc. ..... ‘ 132 
Gugler Lithographic Co. ....113 
Nebraska Farmer Co. .......... 69 
Promotion Service ................ 58 
Universal Loose Leaf Mfg. 
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Projectors 


McClure Projectors Inc. 91 
Tel-A-Story Inc. ...... 132 
Webster Electric . . 88 


Screen Process 


Richmond Sign Co. ............140 
Screen Process Printers Assn. 55 
Screen Process Printing Co. 120 


Self-Sticking Specialties 


Avery Label Co. ..................129 
Ever Ready Label Co. ........127 
Kleen-Stik Products Inc. 
Meyercord Co. ; 
Multi-Color Process Co. .... 
Screen Process Printing Co. 


Sign Materials 
Yarder Mfg. Co. 


Signs & Identification 
Materials 


Allied Decals Inc. 


Acco Products Inc. . 4 
Acme Gravure Services 
Ne. ss 126 
Action Advertisi ing Corp. ..132 
Advertising Aids Co. ws 
Advertising Metal Display Co. 
= Inside Back Cover 
Advertisi ng Typographers 
Assn. of America Inc. ....118 
a Decals Inc. . ite 
Allied Paper Corp. 44.45 
American Wood Type Mfg. 
Co. ; .120 
Amsterdam Continental Types 
& Graphic Equipment ...... 
Avery Label Co. nce 
Bauer Alphabets Inc. ........ 27 
Bienfang Paper Co. Inc. 
veseeseseeeee 132, Back Cover 
Brodie Advertising Service 100 
Brown-Bridge Mills Inc. 125 
Buckeye Division ......... 55 
Bundscho, J. M., Inc. 126 
Cantine, Martin, Co. . 63 
Caprock Developments 132 
Chait, Lawrence G., & Co. 
Inc. Inside Front Cover 
Champion Paper & Fibre 
les. aac 85-86 
Chart-Pak Ine. Ses 
Chicago Molded Products 
Corp. .. I 
Collins, Miller & Hutchi ngs 
Inc. ~ ae 
Colorage Inc. ee cabana 
Colortone Press .......---.------- 92 


Avery Label Co. ..................129 
Grace Sign & Mfg. Co. .... 23 
Hanover Neon Electric 

Corp. .. : Ht 
Kleen-Stik Products Inc. 
Meyercord Co. : 
Minnesota Mining & Mfg. 

Co. 

ulti-Color Process Co. ... 
Pratt Poster Co. ‘ 
Richmond Sign Co. ......... 
Robertson Sign Co. ...... 
Rohm & Haas Co. ........ 
Stout Sign Co. 


Signs, Metal 

Grace Sign & Mfg. 
Robertson Sign Co. .... 
Stout Sign Co. 

Signs, Plastic 


Hanover Neon Electric 


Corp. 


Stock Art 


Goes Lithographing Co. 


Adwertisers 


Idea Art 
Multi-Ad Services 
Shinn, Cobb ‘ 
Stivers Studio ....... 
Volk, Jr., 


Stock Photos 


Mack, 
Shinn, 


Douglas ..... 
Cobb . 


Turntables, Display 


Electro-Motion Corp. .... 
Vue-More Corp. . 


Typefounders 


American Wood Type Mfg. 


Co. 


Amsterdam Continental Types 
& Graphic Equipment .... 


Bauer Alphabets Inc. 


Typography 


Advertising Typographers 
Assn. of America 


ALPHABETICAL INDEX 


lourpicture Publisher 

Inc. 100 
Consolidated Water Power 

and Paper Co. 38-39 
Corona Color Studios 132 
Crescent Cardboard Co. .... 77 
Crocker, H. S., Co. Inc. .... 94 
Dow Chemical Co. 15-16 
Du-Plex Onvelope Corp. .... 94 
du Pont de Nemours, E. l., 

& Co. Inc. 50, 57 
Eagle Rubber Ca. inte cece. 08 
Eastern Fine Paper & Pulp 

Div. 8, 9 
Eastman Kodak Co. 74-75 
Electro-Motion Corp. .......... 58 
Eureka Specialty Printing Co. 62 
Ever Ready Label! Co. 127 
Gardner, Robinson, Stierheim 

& Weis Inc. : 
Goes Lithographing Co. .... 
Goodkin, M. P., Co. 

Grace Sign & Mfg. Co 
Graphic Calculator Co. .... 
Graphic Enterprises of Mi! 
waukee Inc. ion 
Graphic Systems = 
Grogan Photo Co. ie 
Gugler Lithographic Co. ....113 
Haberule Co. 120 
Hammermill Paper Co. 12-13, 47 
Hampden Glazed Paper & 

Card Co. . cada 
Hanover Neon Electric 

Corp. jena ” . 7 
Hollywood Banners. 24, 110 
House of Williams .............. 59 
laee AP oa eee 


Intl. Paper Co. 
Kirby-Cogeshall-Steina 
en-Stik Products Inc 


Lacey Luci Products Co. g 
Div. 27 
120 


Lake Shore Electrotype 
Letter-It .... 

Mack Dougla as 
Madisonia Manikins Inc. 
Mailograph Co. Inc. 
Major Photo Co. 

Mark Specialty Co. 
McClure Projectors Inc 


Mergenthaler Linotype Co. 


Meyercord Co. 
Minnesota oe & Mfg. 
= 
Moss, M. €. a Ce 
Multi-Ad Services — 
Multi-Color Process Co. 
National Blank Book Co. 
National Tag Co. 
Naz-Dar Co. 
Nebraska Farmer Co 
Nesbit Industries Inc. 
New York & Pennsylvania 


Co. ; 25-26 
35-36 


Engrav- 


Northwest Paper Co. 

Northwestern Photo 
ing Co. 

Orchids of Hawaii Inc. 


Partridge & Anderson Co. .. 


Pearson, C. H. 

Peninsular Paper Co. 

Pratt Poster Co. 

Progress-Hanson-Progressive 
Group ........ 

Promotion Service . 


Harry, Art Studio 78 


95-96 
Co. 69 


48 
_ 69 Volk, Jr., 


7 


U5 
Bb 


. 58 


Bundscho, J. M., Inc. . 


Progress-Hanson-Progressive 
...124 
122 


Group ........- 


Service Typographers Inc. . 
Warwick Typographers Inc. .. 


Visual Aids 
Goodkin, 


Graphic Systems ....... 
Lacey-Luci Products Ge. 
McClure Projectors Inc. 
Tel-A-Story Inc. ... 
Webster Electric .... 


Window & Store Displays 
Advertising Metal Display 


Sie, Wi Nace teens 
Graphic Calculator Co. .... 
i 
.. 78 
wa 
132 
. 88 


126 


65 


77 
87 


Co. Inside Back Cover 


Hollywood Banners 24, 


Kirby-Cogeshall-Steinau 
Nesbit Industries Inc. . 


Reyburn Mfg. Co., Inc. .. : 


110 
Co. 69 
. 56 
124 


Screen Process Printers Assn. 55 


Vue-More Corp. ..........-.- 


Radiant Color Co. 
Ray-O-Vac Co. . ‘ 
Reilly Electrotype Co. 
Reyburn Mfg. Co. Inc. 
Richmond Sign Co. 
Roberts, Weldon, 
Se cake ilies 
Robertson Sign Co. 
Rohm & Haas Co. 


Screen Process Printers A 


Screen Process Printing Co 
Service Typographers Inc. 


Shinn, Cobb 

Simon Products Co. 

Sorg Paper Co. 

Stegeman 
Co. 

Stivers Studio 

Stout Sign Co. 

Sun Chemical Corp 

Switzer Bros. Inc. . 

Tel-A-Story Inc. 

Tension Envelope Corp. 


Thompson, Arthur, & Co. 


Ge... : 
Vari-Typer Com. 


Vue-More Corp. 
Warren, S. D., Co 


Warwick Typographers Inc. 


Webster Electric Co. 
Weston, Byron, Co. . 


..124 Whiting-Plover Paper Co. .. 
Yarder Mfg. Co. .2.2......s0-0- 
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Rubber 


er Mfg. 


Harry, Art Stud 


. 61 


24 


_.. 66 
43 
124 


58 
73 


110 


19 


n. 55 
. 120 
..122 
132 


92 
2 


54 
78 


117 


64 
65 


132 
101 
. 99 
United States Plywood Corp. 41 
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Proform Stur0erd for 


Services and Supplies 


ADVERTISING SPECIALTIES 


EXECUTIVE GIFTS 


SEND TODAY FOR 
FREE FULL-COLOR 
XMAS GIFT CATALOG 


Action Advertising j2° #:02x% 


w f 
STOCK ART & PHOTOS 


Attention 
getters: 


MACK'S 
“MOPPETS”’ 


Hundreds available. 


Exclusive use. 
Low priced. 





ART SUPPLIES 


CONTACT SCREENS 


The Universal*, a new, improved gray 
contact screen, shoots faster, gives more 
contrast if desired, and better tone values 
Rulings: 32, 45, 55, 60. 65. 75, 85. 100, 120, 
133, 150, 175. 

Sizes: 8 x 10 to 23 x 29 in. 

Pre-angled screens to 23 x 29 in. at same 
prices. 

Write for new literature *T™ 


CAPROCK DEVELOPMENTS 
165 Broadway, N.Y. 6 REctor 2-4028 


DALTON 
‘“*admaster”’ 


100% reg leyeut end viswolizing pod. 


SEND FOR 
SAMPLES 


WU OT 


wes; 
‘aoe 
a aTeee NG 
MADE TO YOUR SPECIFICATIONS _ 


i al 7 nyse Ne 
‘aa oe 

8422 HOUGH AVE 

CLEVELAND 3, OHIO 


COLOR PRINTS 


BRILLIANT/\, ACCURATE/ LOW IN COST/ 


GEM Color —TOP QUALITY letter- 
press printing at LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or ort copy. All 

color proofed. DELIVERY in 2-3 
WEEKS. Free somples. 


Tere cr rae mn ere a 


Dae 


PROJECTORS 
Write your needs 
and request samples. 


| DOUGLAS MACK 


Well, think of a Thanks- 1550 Church St., 
giving Slogan that's not San Francisco 14 


a turkey! Phone: Mi 7-5377 


Develop and Iilustrate 


Your Printed Messages Fo. 
with 


STOCK CUTS 
and 


STOCK PHOTOS 
© FOR LETTERPRESS 
> FOR OFFSET OR PASTEUP 
(Pay only for subjects you reproduce) 


Over 160 preget, site 9 « 12, plestic bound. A thousend and 
one Idows in At... cary to use and economical. Clip ¢ dollar 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 
Ceccccccccoceces 


TEL-A-STORY, INC. 
Dept. A-11 523 Main Street, Davenport, lowa 


COLOR PRINTS 


Now! The QUALITY of Dye Transfer COLOR 

et LOW COST! 25—8x10 Prints, 
only $75.00. One or 1,000, Jeweltone 
fully COLOR belanced prints are ideal for 
every sales, advertising or display need. 
Consistent fidelity in all quantities. Flexi- 
bility for corrections. Guaranteed service. 
Also, Carbro Quality Repro Prints. Prices 
and samples on request. 


COLORAGE, INC. 


Better 


Mousetraps 
Need 
‘Sell’ 


They used to say, “build a 
better mousetrap and_ the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 


ot this big book by return mail, 
COBB SHINN 


TT) 


1168 $. Hollywood Way, Burbank, Calif. your better mousetrap, or 
etic Uliaisieeialianianitineachsinenintinns your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
Write for Price List and Samples and specifiers in promotion, 
el Te McC meal Tey; production and merchandis- 

PP erep cs iat etR ing should be using, the 
place to show it to them is 

Advertising Requirements. 

figures for your PRINTING With an editorial format tai- 
neny —— lored to their daily profes- 


sional needs and _ interests, 
COMPLETE PRINTING SERVICE 


AR is read and responded to 
by thousands of executives 
LETTERPRESS AND OFFSET 
Fast Dependable Reprints 


whose purchases create a $3 
Phone HArrison 7-1811 


billion market annually. 
end manvfec Universal Loose Leaf Mfg. Co. 
—_ “7 clea SOP. displays. ae 161 W. Harrison St. ant, 5, WW. 
NEW YORK: 152 W. 25 St., CHelsea 3-1550 


COLOR POST CARDS 


v7 NATURAL COLOR 
S “Ly POSTCARDS id 7 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8'2 x 11 
25¢ ea. in 1M quantity 
COLOR PRINTS—OYE TRANSFER—TYPE C 


MANIKINS 


RENT A GLAMOR GAL 


who will work all day—and 
all night without getting 
tired! Madisonia provides 
the perfect ladies’, 
men's and children’s 


MADISONIA MANIKINS, INC. 


Use the AR showcase for 
Advertising Results 
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BE SURE 


your product is 
displayed at the 
point of sale... 
the one step in 
your promotional 
plan that presents, 
persuades, and 
pays off... 
immediately ! 


ADVERTISING METAL 


DISPLAY GO 


CHICAGO 50 
4624 W. Nineteenth Street /Blshop 2-1242 


NEW YORK 36 
11 West 42nd Street/LOngacre 4-8255 


Scotch Brand Cellophane Tape 
Counter Display Merchandiser 


SEND FOR 


full color brochure ‘ Wd, 
showing examples of (@ your sales promotion with other media 


how other advertisers 


close more sales with i CLOSE your sales with an AMD merchandiser 
AMD merchandisers... the pay-off media! 


PROTECT your over-all advertising investment 


eae Give your product the competitive edge at the 
i 
a %, point of sale. 


€ 
A 
= 
o 


Ca// in the AMD man. Let him put his des 


production know-how to work for you 





If you look about you... who is the AD that has a special something. He’s noticed everywhere. He has 
a tattoo, eye patch, beard — he likes sports cars, tight clothes and jazz. He likes 

fine papers too, for layouts, comps ... nearly all creative work. AD’s everywhere, regardless of the 
medium, use these pads faithfully. 

Why not be a big wheel too and your designs will be noticed. 


DALTON “ADMASTER” Nothing finer, nothing compares for layouts and visualizing. 
2 surfaces, 4 weights. Also available for fluorographic work (No. 406R). 


“AD-ART™” The best general purpose layout paper. 

“ART-VEL” Excellent tracing, layout and inking vellum. 
Once you work with one or all of these pads, you’ll learn why thousands are sold every week to art 
studios, ad agencies, display departments and free-lance designers everywhere in the U.S. 
Decide now to see your local art supply dealer and ask for them by name. 


Write for free 4 x 6” sample pads on your letterhead. 


paper co., inc. 


metuchen, n. j. 








